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TV Advertisers 
Seem Restless; 
Move In and Out 


ABC-TV Adds Several; 
Three McCann Clients 
Dropping Shows on CBS 


New York, Nov. 9—It was a 
week of sponsor activity at the 
television networks with some ad- 
vertisers moving in and others 
giving notice of their intention to 
move out. 

American Broadcasting Co 
quired one new client from Du- 
Mont. Effective Dec. 10, “You 
Asked for It,” now sponsored ov- 
er DuMont by Rosefield Packing 
Co., will switch to ABC. Time for 
Skippy peanut butter—-Mondays at 
9 p.m., EST—was bought through 
Guild, Bascom & Bonfigli. This 
will be America’s first live Holly- 
wood-to-New York telecast 

Also coming up next month on 
ABC is the “Pulitzer Prize Play- 
house,” sponsored last season by 
Schlitz, which will alternate with 
the “Celanese Theater” (Wednes- 
days, 9-10 p.m., EST). The new 
sponsor of the “Playhouse” will 
be the Frigidaire division, General 
Motors Corp., a company that has 
been away from TV for some time 


ac- 


Foote, Cone & Belding handles 
Frigidaire 
On the debit side, Block Drug 


Co. (Cecil & Presbrey) parted com- 
pany with “Crime With Father” 
last week after a 13-week run 


8 Columbia Broadcasting System 
found a backer for Edward R 
Murrow’'s first major TV venture, 
“See It Now.” The Aluminum Co 
(Continued on Page 8) 


PRESENTING PACKARD ror 1952. 


ot mm oelensee breamty 


hashion- Aeyed 


PACKARD 


ANNOUNCEMENT—Packard Motor Car 


this spread in Collier's (Dec. 1), Life (Dec 


Co. will announce its 


1952 model with 
3), Newsweek (Dec. 3), The Saturday 


Evening Post (Nov. 17) and Time (Nov. 26). Newspaper pages will be used starting 
Nov. 14. Young & Rubicam, which prepared the copy, will be replaced as Packard's 


agency by Maxon Inc. on Dec 


15. (Story on Page 64.) 


Hadacol's List 
of Creditors I 
‘Magnifique’ 
By LAWRENCE BERNARD 

New York, Nov. 8—About the 
most complete creditors’ list in the 
Hadacol debacle is in a brown 
manila envelope in an attorney's 
office, and getting to see it is some- 
thing of a feat 

In fact, in the more than a 
month which has elapsed since the 


LeBlanc Corp. of Maryland filed 
a petition for reorganization, nei- 


ther the court appointed trustee 
(Milton F. Rosenthal), most of the 
creditors nor their committee’s 


secretary have succeeded in getting 
one. 
The list was variously supposed 
to be boxes of 3x5” cards, shuttling 
(Continued on Page 84) 


DiSalle Reluctantly 
Permits ‘Capehart' 
Price Adjustments 


WASHINGTON, Nov. 8—Ending its 
resistance to the so-called “Cape- 
hart amendment,” the Office of 
Price Stabilization today issued 
procedures which will enable man- 
ufacturers to adjust their prices 
to cover increased overhead costs, 
including sales and advertising. 

Adoption of the new procedures 
wipes out previous OPS policies 
which required manufacturers to 
absorb post-Korea cost increases, 
other than increases in the cost 
of materials or factory labor. 


® In issuing the new regulations, 
Price Chief Michael V. DiSalle 
reiterated that the new formula 
would result in higher prices, and 
would place a complex admini- 
strative problem on business and 
government. 
(Continued on Page 4) 


Fair Traders Need 


API Boosts Ad, 
Promotion Fund 
for Coming Year 


Cuicaco, Nov. 7—The Oil Indus- 
try Information Committee will 
spend a reported $2,800,000 in 1952 
and will seek to reach four major 
audiences through special empha- 
sis in each quarter of the year. 

During the annual meeting of 
the American Petroleum Institute 
here this week, the OIIC agreed 
to concentrate the first quarter's 
promotion activity on an informa- 
tional and educational program 
for the farm market. In addition, 
the remaining weeks of 1951 also 
will be devoted to implementing 
the agricultural program. 

Members of the API are fully 
aware of the rapidly increasing 
importance of rural residents as 
consumers of gasoline, oil, lubri- 
cants, insecticides and other petro- 
leum products. 


® During the second quarter, the 
OIC program will stress the im- 
portance of petroleum products to 
American women. The third quar- 


ter will be used to build interest 
in the fifth annual Oil Progress 
Week, and the final 90 days will 


be devoted to analysis and clarifi- 
cation of the industry’s major eco- 
nomic and social problems for the 
nation’s educators and community 
leaders. 
No basic changes will be made 
(Continued on Page 81) 


Congressional Help 


New York, Nov. 8—If fair trade 


is to survive—and that’s a moot 
question—it will take unity and 
some of the most astute legal 
minds in the country to do it. 
This was apparent from talks 
and panel discussions at the 12th 
annual meeting (and first since 


the Schwegmann decision) of the 
American Fair Trade Council in 
the Waldorf-Astoria today. Speak- 
er after speaker told the group that 
only legislative action, in the form 
of a congressional amendment, will 


keep the minimum resale price 
Structure in existence. 
® “Legislative reversal of the 


Schwegmann decision would prob- 
ably constitute the only complete- 
ly satisfactory solution from the 
standpoint of the fair traders,” ac- 
cording to Herbert A. 
former U. S. Assistant 
General. 

Mr. Bergson, who was formerly 
in charge of the anti-trust divi- 
sion of the Department of Justice, 
thought, as did many of the mem- 
bers attending the meeting, that 
such legislative action would not 
be easily achieved, if at all 

“The oppesition of the Depart- 
ment of Justice and the Federal 
Trade Commission may be antici- 
pated, and these agencies of the 
government may be expected to 
maintain that the primary objec- 
tive of fair trade is no longer the 
protection of the branded trade 
name, but rather that fair trade 
is simply an instrument for price 
maintenance and stabilization,” he 
said 

The attorney 
Schwegmann 


Bergson, 
Attorney 


reviewed the 
decision, its results 
(Continued on Page 81) 


Highlights of the Week’s News 


Fair trade proponents are told that only legislative 
action by Congress can save fair trade, and that 
they can expect heavy opposition if they attempt 
to secure passage of any such laws 

Louisiana State Sen. Dudley LeBlanc cut a mighty 
wide swath, suh. Just take a look at the list of 
Hadacol creditors, from the Evangeline Hotel 
through the Dixie Cream Donut Shop to Beech- 
nut Stogie Co., with a dancing school and a fire- 


works company along the way 


Television seems to have turned into a revolving 
Sponsors have been going in and 
out of TV in recent weeks like visitors to a 


door lately 


hotel. 


Hooper explains his new “Media-Meter” and re- 


veals results of auto radio study 


Consumers still accept “false” brands for real 
brand names, according to a survey made by 
John Falkner Arndt & Co., even though the pub- 
lic has become more brand conscious 

Nielsen’s Mr. Stomberg tells the American Mar- 
keting Assn. that coupons and combination-offer 
gimmicks “don’t change the long-term course of 
products.” And he offers some case histories to 


support his contention 


Agencyman Simon Halpern turns his desk around 
and becomes a client, as president of Pres-A-Lite 


Corp 


Admen take a look, find the Commerce Department 
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Coming Con- 
ventions .. 
Creative Man . 
Dept. Store Sales 
Editorials 


..Page 36 


Page 52 


is a gold mine of information and suggest that 
it take its light out from under a bushel 
Now it’s spring chicken all year ‘round. Swift & Co. 
finds people like fresh, plump chicken. They like 
the price too. Net result, another marketing suc- 
cess story for Swift 
Prof. Sandage of the University of Illinois chal- 
lenges agency head Earle Ludgin’s comments on 
advertising education ; 
The Art Directors Club of Chicago names 44 
award winners in its annual advertising and edi- 
torial art competition 
The Commerce Department reports that economic 
differences between regions are diminishing. AA 
reports on the department’s new study, “Regional 
Trends in the U.S. Economy,” on 
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Last Minute News Flashes 


BBDO Gets Zenith Hearing Aid Account 


Cuicaco, Nov. 9 


Zenith Radio Corp. has appointed Batten, Barton, 


Durstine & Osborn to handle advertising for its hearing aid division 


The appointment is effective Dec 


1. The Zenith hearing aids will be 


promoted in about 14 magazines (AA, Nov. 5), plus radio, newspapers 
and direct mail. The account formerly was handled by Critchfield & Co. 
Duane Jones Sued Twice by Ex-employes 


New York, Nov. 9—Former executives of the Duane Jones Co. have 
filed two suits against their erstwhile boss in the New York County 


supreme court. The first, 


involving $45,000, 


charges Mr. Jones re- 


fuses to purchase Class B stock as he allegedly agreed to do; the second. 
for possibly $50,000, is tor pensions allegedly owed. Meanwhile, the 
court today denied to issue a writ of mandamus which would have 


compelled Duane Jones Co 
former employes. 


to permit 


an inspection of its books by 


Part of Coffee Bureau Account Goes to Orr 


New York, Nov. 9 


The Pan American Coffee Bureau will announce 


shortly the selection of Robert W. Orr & Associates as advertising agen- 


cy for printed media. The bureau 


is understood to be considering a 


second agency for radio. The total account amounts to well over $1,- 
000,000. Federal Advertising is the current agency. 


Nashville Group Buys WCOP in Boston 


Boston, Nov. 9—The sale of Station WCOP here to Nashville interests 
was announced today with the filing of an application for consent of 
purchase with the Federal Communications Commission. T. B. Baker 
Jr. and A. G. Beaman, operators of WDKA, Nashville, and Roy V 


Whisnand, WDKA commercial 


manager, 


purchased the 5,000-watt 


Cowles Broadcasting Co. outlet for $150,000. Mrs. Whisnand has been 
appointed resident manager. 


(Additional News Flashes on Page 85) 
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Despite Many Attacks 


New York's Health Insurance Plan 
Proves Successful; Plans Ad Drive 


Largest Comprehensive 
Prepaid Care Group 
Has 300,000 Members 


By LAWRENCE BERNARD 
New York, Nov. 6—The Health 
Insurance Plan of Greater New 
York has spent most of its life 
in a drumfire of criticism from 
medical and lay circles. Last 
month HIP not only had survived 
4% years of attack, but as the 
largest comprehensive prepaid 
medical care group in the country 
had launched an aggressive offen- 
sive of its own 
The plan is voluntary and is op- 
erated on a non-profit basis. 
(United Medical 


Service— | 


Greater New York’s Blue Shield 
Plan—-has some 2,000,000 subscrib- 
ers, but only about 4% of these 
have comprehensive coverage.) 
HIP, which now ministers to 
nearly 300,000 people, most of 
them within a 30-mile radius of 
Times Square, has started a six- 
week newspaper test campaign | 
with more than $50,000 ticketed for | 
the job | 
While HIP membership potential 
in New York is so vast that the} 
plan does not intend to expand 
beyond this city, should the test 
campaign prove successful—which 
seems inevitable—it may presage | 
much broader promotion, running 
into several hundred thousand 
dollars. And this may well sig- 


nalize the “battle of the medical 
plans.” 

Gordon Baird Associates, newly 
appointed agency, is handling the 
advertising, which includes inser- 
tions in 14 dailies and one weekly 
newspaper, ranging in size from 
four columns to seven columns. 
There are two basic copy themes, 
one to employers and the second 
to employes 

According to Edwin B. Dooley, 
director of advertising and public | 
relations for HIP, “We are aiming | 
to indoctrinate employes but we 
want the employer to read over his 
shoulder.” 


@® The campaign seems bound to 
provoke opposition from other | 
medical groups. For example, ads| 
point out to employers that “only | 
one out of 11 employes benefits 
from average medical-surgical 
plans, because of various disease 
exclusions, waiting periods, fees 
for first visits and other similar re- 
strictions.” 


Aimed at employes, copy on one | 
| 


| 


MD PRESENTING FOR THE FIRST TIME ANYWHERE— 


i 


4 


30 NEW WAYS 10 
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HIP CENTER—This recently completed medical center, located in Queens, is one of 
the 16 privately financed centers that have been erected to service subscribers to 
the Health Insurance Plan of Greater New York 


full-page ad is headlined, “What's 
gotten into Mom?” The ad goes on 
to say, in part, “Mothers never 
change. They hold on inside. So 
often, they never let on they need 
a doctor. The kids...the house... 
one thing or another always comes 


| first...money’s needed for every- 


thing else but her. 

“Yet this needn't be today. You 
and your family, the whole family, 
can have complete medical care— 
comprehensive medical care—as 
often as you need it, for only pen- 
nies a day 

“Ask your employer to help you 
join, Talk it over with him today,” 


| this ad concludes. In a personal 


DOUBLE 


RETURN CARD 


PERCENTAGES! 


These ideas are exclusive! Never before revealed, 
explained, offered or publicized. 


There are 30 different ideas on 30 dif- 
ferent pages in this file folder on how to 
increase Return Card Percentages. 

No idea in this folder has sold for less 
than $100.00, several have sold for as 
much as $500.00. So you get over 
$3,000.00 worth of tested and proved 
ideas on how to increase Return Card 


Percentages. 


ages, double 


be unhappily 


ONLY *3° 


| 

FOR COMPLETE KIT 
ON OUR GUARANTEED fee 
MONEY BACK OFFER! 


If only one idea increases your returns 
only 1%, it is worth many, many times 
the cost of only $3.00. 

We claim that you will find many ideas 
that can hypo results, increase percent- 


the effectiveness of your 


direct mail or mail order promotion. 
If you don’t fully agree, your money will 


returned within 10 days. 


IRVING LEVY INC. 


670-A FIFTH AVENUE ° 


NEW YORK 19, N. Y. 


presentation piece to employers, 
HIP points out that, regardless of 
medical insurance, sickness to a 
worker or his family often means 
“additional bills to the employe 
[which] often means additional 
demands on the employer.” 


|@ What is HIP, how does it func- 


tion and how does it differ from 
other medical plans? 

More than 14,000,000 people now 
are insured in prepaid medical 
care plans of one sort or another 
The three basic plans all have 
much value, but according to HIP, 
they have three failings: 

A. They don’t operate until the 
subscriber is sick or hospitalized. 


B. They do nothing to prevent! 


illness. 
C. They 
age the use of medical facilities 


There are some extensive in- 
surance plans which do foster pre- 
ventive medicine, but their cost 
is usually so prohibitive as to make 
it impossible for the average fam- 
ily to enroll 

This is where HIP takes up the 
slack, with its comprehensive med- 
ical and surgical care program 
whose primary purpose is to keep 
employes well and at the same 
time medically debt free 


8 HIP is a direct outgrowth of the 
late Mayor Fiorello LaGuardia’s 
concern with city employes—many 
of whom have large families—who 
were made nearly destitute when 
serious and in some cases even 
minor illnesses struck 

A man of deep social conscience, 
the mayor had many discussions 
about the problem with his per- 
sonal physician, Dr. George Baehr, 
and other civic leaders, among 
them philanthropist David M. Hey- 
man. 

Result of all these talks was the 
establishment, five years ago, of 
Health Insurance Plan of Greater 
New York, which was extended to 
include business organizations as 
well as city employes 

Thirty medical groups were or- 
ganized, each comprised of 30 to 
40 doctors. There are now 950 
members in the groups, HIP as- 
serts, which cover all five 
boroughs, lower Westchester Coun- 


|ty and Nassau County, on a par- 
do nothing to encour- | ticipating basis 


(Continued on Page 87) 
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lis Makes load Sense 
) FEC \ I h \ 
In producing engravings for some 

of America’s leading advertisers we 

serve those who know quality. 

We do their work only because they 

like the kind of engravings we 

turn out...they MUST be good. 
May we tell you a little something 

about our shop, our men and 

facilities? We promise not to bore you, 
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Best 
time buy 
elc| on the market 


Here’s 20-year proof that WCAU is the best time buy on the market .. . the 
American Stores Company has just renewed for its 21st year of consecutive and 
exclusive advertising on WCAU. 


In 1931 the American Stores Company began radio advertising on WCAU. 
This proved so successful it continued through the ‘“‘thirties,”’ past the “forties” 
and into the “fifties” until today it is in its 21st year of uninterrupted advertising 
on WCAU. 


Down through the years WCAU has been synonymous with American Stores 
advertising. Today the chain operates 1500 stores and supermarkets with total 
sales for 1950 of $469,771,090. Six hundred of these stores are in the WCAU 53- 
county coverage area. 


Two decades of American Stores advertising proves one thing . . . it’s profit- 
able to advertise on WCAU. 


WCAU 


The Philadelphia Bulletin Station 
CBS affiliate * 50,000 watts 
Represented by CBS Radio Spot Sales 
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CONSOLIDATED 
is on the move! 


Besides furniture, files and fixtures, 
2,000 tons of machinery hove to be 
trucked to our new plant in Nassau 
County . . . where we'll soon be 
better equipped and better 
able to serve you better. 


CONSOLIDATED :*::*: 


siw yor 
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Meet the largest radio audience in Northern Ohio. 


' coincidental—to 


Hooper Explains His New ‘Media-Meter'’ 
and Reveals Salt Lake Auto Radio Study 


Sr. Louis, Nov. 8—C. E. Hooper, 


made a pitch for his latest project 

the media-meter—in a speech 
this week before the St. Louis 
Advertising Club. 

Media-meter is the name Mr. 
Hooper uses for the service by 
which he proposes to rate radio, 
TV, newspapers and magazines on 
a comparable basis. It will use his 
favorite technique—the telephone 
find out how 
much time each member of the 
family spends with each of these 
media daily 

The researcher has made test 
studies using the media-meter sys- 


It's reached over WGAR, Cleveland . . . and winter 
weekend time offers wonderful opportunities. 


Yes, almost everybody's home on weekends . . . 
especially during the ‘‘indoors’’ months ahead. 

And this part of our audience includes Cuyahoga 
County's 629,000 gainfully employed (their families, too) 
. . . with greater spending power than ever before. 


Put your advertising dollars to work overtime. 
Reach this greatest of all potential audiences . . . 
the ‘‘weekenders’’ who spend more than the usual 

number of hours with their families, talking 


about things they need to buy. 


WGAR offers the largest audience of any Cleveland 
station every day of the week . . . with a special plus 
for those who join us over the weekend! 


RADIO . . . AMERICA’S GREATEST / 
ADVERTISING MEDIUM 


An Nhs 


—. WGAR Cleveland - 50,000 wATTS - CBS 
aba “f) EASTERN OFFICE. 665 FIFTH AVE, NEW YORK CITY iif 
7 
—_ 


tem, but has not yet said when the 
service will be offered commercial- 
ly 


@ Mr. Hooper also indicated inter- | 
est in what is for him a new field: 
eut of home listening in automo- 
biles. He revealed that his com-| 
pany has completed the first of} 
a series of “outdoor radio adver- | 
tisements” surveys in Salt Lake! 
City. The data is collected in a way 
to permit the outdoor audience 
figures to be presented side by side 
with the home audience ratings. 
Explaining how the Hooper com- 
pany collects data on car listening, | 
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he said 

“You are curious about how we 
make these outdoor measurements? 

“At intersections with traffic 
Signals. The interviewer, a man, 
wears a badge saying ‘Hooper Ra- 
dio Survey.’ The red light stops 
a car. He asks ‘Have you a car 
radio in working order? Is it turned 
on? To what station, please?’ 

“While he is saying ‘Thank you’ 
he is noting and recording the 
number, sex and age of occupants 
of the car, if the set was in use. The 
light changes. He crosses with it 
and introduces himself to the car 
pulled up 90 degrees away. He con- 
tinues around those four corners, 
directed by the traffic light, work- 
ing in what I admit is somewhat 
of a treadmill. The occupational 


Join us for 
the weekend 


in 
Northern 
Ohio 


Edgar Bergen 


¥ 
in Northern Ohio.. “aM i\ Fl the SPOT for SPOT RADIO 
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-. Represented Nationally by 
~" Edward Petry & Company 


disease is vertigo, but after a few 
days, it passes. We interview local 
cars only. Their drivers know the 
stations. Out of state cars we pass 
by.” 


DiSalle Reluctantly 
Permits ‘Capehart' 
Price Adjustments 


(Continued from Page 1) 

“While the Senate voted over- 
whelmingly to revise the Capehart 
amendment, and make it more 
workable from the administrative 
standpoint,” he said, “action of the 
rules committee kept the House 
from considering the amendment 
before adjournment.” 

In releasing the procedures for 
enforcing the Capehart amend- 
ment, OPS also issued orders that 


manufactured goods are to be 
|} priced under CPR 22 (general 
manufacturer's order) and CPR 


30 (machinery) after Dec. 19. At 
the present time, manufacturers 
are permitted to remain under the 
general price freeze if they wish. 


® As originally issued last May, 
CPR 22 and 30 utilized a pre-Ko- 
rea base, adjusted to reflect sub- 
sequent increases in labor and 
materials costs. Under the orders, 
prices of many items would have 
been rolled back from the Dec. 19, 
1950—Jan. 25, 1951 “freeze” level; 
in other instances, where manu- 
facturers had _ voluntarily held 
their price lines prior to the freeze, 
CPR 22 and 30 would have re- 
sulted in roll forwards. 

The total effect, OPS said, would 
have been to restore price rela- 
tionships which were out of line 
when the freeze went into effect. 

With Congress insisting on the 
Capehart amendment, allowing 
considerably broader adjustments 
|than CPR 22 and 30, these orders 
|never became mandatory. How- 
lever, manufacturers who were 
| badly squeezed under the freeze 
were permitted to use CPR 22 and 
| 30 to roll their prices forward suf- 
| ficiently to cover new materials 
and labor costs 


@ In their new form, the orders 
permit manufacturers to adjust 
| their prices to cover all cost in- 

creases from a pre-Korea base to 
| July 26, 1951. The orders list “un- 
| reasonable” items which may not 
| be considered. Among them: ex- 
|cessive expense accounts or en- 

tertainment costs, capital expendi- 
| tures, non-operating losses and in- 
| creases in charitable contributions. 

Where records are available, 
;manufacturers are permitted to 
}use established methods of allo- 
| cating overhead costs—such as ad- 
| vertising. In the absence of ade- 
} quate records, unallocated general 
overhead is related to sales. Over- 
head computations are made on 
the basis of a comparison of 1951 
costs with actual costs of the first 
half of 1950 

Special regulations are in prep- 
aration for simplified adjustment 
procedures for firms with sales of 
less than $1,000,000. 

Whiie applications for increases 
must be filed with OPS, the in- 
creases may be put into effect 
without waiting for OPS approval. 


‘Look’ Names DeBeaubien 


Phil F. DeBeaubien, formerly 
Detroit advertising manager of 
Good Housekeeping, is now man- 
ager of Look’s Detroit advertising 
office. William J. Mattimore, who 
held that post previously, is now 
special advertising consultant to 
Look in the Detroit area. 


K&E Names Tom Fry V. P. 


Tom Fry, national account ex- 
ecutive for the Lincoln-Mercury 
Dealer Assns., has been named a 
v.p. of Kenyon & Eckhardt, New 
York. Prior to joining K&E last 
year, he was national director of 
network sales with the American 
Broadcasting Co., New York. 
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Is there anything ~— al “ 


like Home cooking? 


f 


‘ No! & 
' ‘ times No! @& 


Two million families... home cooking three times a day... that’s the 
picture of Household families! ¥ 
They live in the small cities and towns under 25,000 where home aes 
cooking is a matter of habit. Indeed, everything they do revolves around 
home— 76% own their own! 
Everything in Household hits home, too: food... building... 


‘gardening ... child care. It's home editorial, for home families, in the tne 
4 home towns of America. 34 
{ You can't miss with that combination—not if you're selling to homes! ea 
4 


HOUSEHOLD nein : 


Capper Publications, Inc. 
Topeka, Kansas 
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FCC Approves WFIG Transfer 

Tine Federal Communications 
Commission has approved transfer 
of contro! of WFIG, Sumter, S. C., 
from Hubert D. Osteen to Fulton 
B. Creech, for $51,975 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Re 
porters provides effective way to obtain 
m-location photos, stories, testimonials 
d releases. For more information write 
SICKLES PHOTO-REPORTING  SERV- 
ICE, 38 Park Place, Newark 2. N J 


THEY SAID 


15.8% of 
World-Telegram 


and Sun families 
have one or more 
dept. store charge 


accounts! * 


Building Magazines Establish 
18- and 24-Time Rates 


Building Supply News and Prac- 


tical Builder, both published by 
Industrial Publications, Chicago, 
have announced a new 24-page 


and 18-page rate, effective Jan. 1 
Building Supply News’ new rates 
are $315 per page for 24 pages or 
more and $335 per page for 18 
pages or more. Practical Builder's 
new rates are $625 per page for 
24 pages or more and $665 per 
page for 18 pages or more 

The magazines also announced 


‘\) 


that their “incentive plan” con- 
tracts, providing for 12 consecutive 
two-page spreads at their respec- 
tive regular 12-page rates with 
no additional charge for use of 
any one standard color and bleed, 
now are non-cancelable 


Henry Owen Leaves OPS 
Henry B. Owen, regional di- 
rector of the Office of Price Sta- 
bilization, Seattle, has resigned to 
return to private business, where 
he is executive v.p. of KING 
Broadcasting Co., Seattle 
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TV Set Makers Are 
Optimistic About 
New Markets in ‘52 


WASHINGTON, Nov. 7-—-Televi- 
sion manufacturers believe they 
can be reasonably sure of new 
markets during 1952, despite 


shortages of materials which will 
inevitably limit the amount of 
station construction and set pro- 
duction 


125 BARCLAY ST., NEW YORK 15, N.Y. 
Or Scripps-Howard General Advtg. Offices » 230 Park Avenue, New York City « Chicago + San Francisco + Detroit » Cincinnati * Philadelphia + Dallas 


On the basis of meetings here 
last week with defense production 
officials, industry members esti- 
mated that 3,500,000 to 4,000,000 
receivers will be built. FCC staff 
members predict the construction 
freeze will be lifted in February 
and that a dozen or more new 
stations will be on the air before 
1952 ends 

Manufacturers have set up a 
special committee to determine the 
amounts of materials that will be 
needed to get additional stations 
on the air once the construction 
freeze is lifted. The committee is 
to report at an industry meeting 
in Chicago next Wednesday. 


@ “Some concern has been voiced,” 
the Radio-Television Manufactur- 
ers Assn. said, “that the lifting of 
the freeze will start a rush to get 
many new television stations on 
the air and create a heavy demand 
for steel, copper and other mate- 
rials 

“Many industry representatives 
believe there are sufficient trans- 
mitters now under construction or 
already completed and held in 
warehouses to satisfy the demand 
through 1952.” 

Curtis Plummer, chief of the 
FCC's broadcast division, has esti- 
mated that the FCC will be able 
to issue construction permits for 
about 80 stations by mid-1952 
Most of the permits will go to ap- 
plicants from small communities, 
where the number of available 
channels is in excess of the num- 
ber of applications 


@ The FCC has warned that few 
permits will be issued for larger 
communities, where in many in- 
stances the number of applications 
exceeds the number of available 
channels. Since the FCC has only 
five hearing examiners on its staff, 
the processing of competitive ap- 
| plications will be subject to con- 
siderable delay 

On the basis of Mr. Plummer's 
| estimate, E. T. Morris, chief of the 
lelectronics division of NPA, indi- 
cated that markets containing an 
estimated 2,500,000 TV homes 
|should be open by mid-1953, as- 
suming 9 to 12 months from the 
time the construction permit is is- 
sued until the station goes on the 
air 

His figure is based on the 
sumption that new stations 
largely to. single-station 
where populations average 
100,000 


as- 

ZO 
areas, 
about 


|@ Manufacturers believe at least 
a handful of stations will be under 
| way in record time, once the con- 
struction permits are issued 

In industry circles it is re- 
;ported that several applicants 
have already obtained equipment 
or placed orders, and will be in a 
position to improve considerably 
'on the normal 9 to 12 months “lead 
| time.” 

' At the present time. the FCC has 
| about 450 applications on file. Mr. 


| 


|Plummer said staff members be- 
lieve at least another 500 will be 
filed shortly after the freeze is 
lifted 


The FCC has issued notice that 
nothing will be gained by filing 
jat this time 


' Harwood Holiday Drive in 
52 Newspapers, Magazines 


H. Harvey Co., Baltimore, im- 
porter of Harwood'’s Canadian 
blended whisky, will start holi- 


day advertising of that product on 
Nov. 15 with copy in 47 daily 
newspapers and Cue, Ebony, Na- 
tion’s Business, Newsweek and 
The New Yorker. Fifteen busi- 
ness publications will also be used. 

Kaufman-Strouse Advertising, 
Baltimore, is handling the drive. 


Dulles Speaks to Admen 

John Foster Dulles will speak 
at a dinner given by the Adver- 
tising Council Nov. 27 at 7 p.m. 
in the ballroom of the Hotel Stat- 
ler, Detroit, honoring that city 
on its 250th anniversary. 
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Marketing a product is an intricate 
process. Every step from product 
design, through manufacturing, pack- 
aging, distribution and advertising is 
planned carefully until, bingo, the cash 
register rings. Then, who wins at the 
point-of-sale-——you or your competitor? 

Yes, the point-of-sale is the final 
pay-off and that’s why advertising at 
the point-of-sale is the vital link in 
your marketing program. 


Do you want better advertising at the 
point-of-sale? That’s our business —our 
main business—and we can give you 
point-of-sale ideas that pay off. 

We can handle the job complete —for 
a year around program, a campaign or 
a single display —ideas, art, production, 
distribution. What can we do for you? 
Chicago Show Printing Co., 2640 N. 
Kildare, Chicago; 400 Madison, New 
York; Offices in all principal cities. 


* Cloth and Kanvet Banners and Pennants 
+ Mystik Self-Stik Displays 
* Mystik Can and Bottle Holders 


* Stanzall Outdoor Signs 
« Mystik Self-Stik Labels 
* Booklets ond Folders 


« Cardboard Displays 
¢ Animated Displays 


Advertising at the POINT-OF-SALE 


¢ Econo Truck Signs 
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65 Attend Ad Typographers’ Cuba Meeting 


Havana, Cuspa, Nov. 6—More 
than 65 members of the Adver- 
tising Typographers Assn of 


America representing 35 companies 
attended the 25th 
annual convention here last week 


association's 


The business meetings were 
largely confined to the approval 
of the association’s advertising 
campaign, issuance of the associa- 


tion magazine “Type Talks,” exe- 
and completion of the 
tandard type book which the as- 


ution 


discussion of machines and new 
type faces about to be issued. 

Sol Hess of Lanston Monotype 
Machines Co., Alexandria, Va., 
gave a presentation on new mono- 
type faces, and Martin Reed, presi- 
dent of the Mergenthaler Lino- 
type Co., Brooklyn, talked on lino- 
type manufacturing problems. 

New officers elected at the 
convention were Frederick W. 
Schmidt, Frederick W. Schmidt 
Inc., New York, president; Carl H. 


Ist v.p.; Walter T. Armstrong, Wal- 


ter T. Armstrong Inc., Philadel- 
phia, 2nd v.p.; John N. Taylor, 
Dayton Typographic Service, 3rd 
v.p.; Mrs. E. W. Shaefer, Tri-Arts 
Press Inc., New York, treasurer. 
Jerry Singleton continues as the 
executive secretary. 


Williams to ‘Footwear News’ 
W. D. Williams, general mana- 
ger of Men’s Wear, has been ap- 
pointed advertising director of 
Footwear News, published by Fair- 
child Publications, New York. He 
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TV Advertisers 
Seem Restless; 
Move In and Out 


(Continued from Page 1) 
of America will be the sponsor of 
the newscaster, who may be the 
only man who ever gave up a net- 
work vice-presidency to return to 


ociation is working on, and a Ford, J. W. Ford Co., Cincinnati, Succeeds H. N. Love, who has been active microphone duty, starting 
named director of new publishing pec. 2. Fuller & Smith & Ross is the 
mee wi ee ee ae ay activities division for the com- ,. ag a cca 08 
ee Te ee ee ee ee a ee “| pany Mr. Williams will retain his penne = y Lae ofl ci no 
we point with pride to those TV trailers ! post on Men's Wear. EST, spot starting next Sunday 
, ; ; SRILE. Eddi 7" : 

| featuring Milton BERLE, Eddie CANTOR, %& | colonial Appoints Dunn (Nov. 18). se toa 
j Bob HOPE, Ed WYNN which we made } Daniel S. Dunn, who joined eanwhile, CBS is losing three 
! for National Broadcasti i } Colonial Airlines Inc., New York, advertisers. The Junket brand 
j ote : casting Company. | in September, has been appointed foods division of Charles Hansen's 
| Telefilm Inc. Hollywood 28 Calif. Since 1938. | assistant secretary of the com- Laboratories (McCann-Erickson) 
| RE Lin EI IE LOR eS will discontinue sponsorship of its 

sf 
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HOOPER RADIO AUDIENCE INDEX 
CITY —Scranton MONTH — December 1950 through April 1951 
SHARE OF RADIO AU DIENCE-— Individual Evenings 6:00 P.M. - 10:30 P.M. 

Sete in Use WGBI me = act PM 4M 
Sunday 40.3 66.4 26.7 13 11 4.1 
Monday 37.2 80.3 15.4 0.4 0.2 3.4 
Tuesday 34.6 79.1 11.0 1.3 0.7 4.9 
Wednesday 37.5 71.8 20.2 1.8 0.4 5.8 
Thursday 33.0 69.5 25.1 0.5 15 3.4 
Friday 34.4 58.0 35.0 0.8 0.7 5.4 
Saturday 33.2 78.5 10.6 2.3 1.1 7. 


Ratings are People...and People buy Things 


That's why WGBI’s audience figures add up to one of the 


nation’s best buys—day or night! 


Hooper gives WGBI 61.1, of the listeners in the Scranton 


area in the morning, 53.6‘, in the afternoon and 71.6% in 


the evening. To add an exclamation point to this story of in- 
tensive radio listening. WGBI heads all CBS stations in the 


WG 


MRS. M. E. MEGARGEE, President 


CBS Affiliate - 


910KC - 


JOHN BLAIR « company, 


1000 Watts Day + 


morning, afternoon, evening for the March-April 1951 period. 


When you consider that these percentages pile up in Seran- 
ton, which is part of the Scranton-Wilkes-Barre Metropolitan 
Market—comprised of 674,000 spending people —it makes 


sense to investigate such facts as extremely reasonable time 


costs. Your John Blair man has all the data—call him today! 


GEORGE D. COLEMAN, General Manager 


500 Watts Night 


NATIONAL REPRESENTATIVES 


Tuesday quarter-hour of the “Gar- 
ry Moore Show” after‘Nov. 27, but 
will keep the Thursday segment. A 
replacement should be a matter of 
course since Mr. Moore, one of 
CBS’ hottest daytime TV proper- 
ties, has a waiting list of sponsors. 

Lehn & Fink Products Corp., also 
handled by McCann-Erickson, is 
dropping the Tuesday telecast of 
“Bride and Groom.” A third Mc- 
Cann client is canceling at the end 
of the current cycle. This is Amer- 
ican Safety Razor Corp., which 
now presents Robert Q. Lewis in 
“The Show Goes On” Saturdays at 
9:30 p.m., EST 


® Two new sports advertisers were 
signed by DuMont this week. 
Larus & Bro., through Warwick & 
Legler, will sponsor a National 
League football game Nov. 22. 
Motorola, through Ruthrauff & Ry- 
an, will televise the annual Shrine 
East-West professional game Dec. 
29. 

Starting Nov. 18 Industrial Tape 
Corp., a subsidiary of Johnson & 
Johnson, will share sponsorship of 
“Rocky King” with its present 
backer, Cloret’s chlorophyll gum 
(Dancer-Fitzgerald-Sample). Tex- 
cel cellophane tape will be adver- 
tised through Kenyon & Eckhardt 

Holeproof Hosiery Co. will air 
the finals of Miss U. S. Televi- 
sion over DuMont Dec. 5 from 10 
to 11 p.m., EST. Time for this spe- 
cial telecast was bought through 
Weiss & Geller 


® Lever Bros. will join Ruth Ly- 
ons’ growing list of sponsors on 
the National Broadcasting Co. next 
January. The company will pre- 
sent two 15-minute segments— 
maybe more—of the daily 30-min- 
ute telecast, which originates in 
Cincinnati. Products and agencies 
had not been selected at press 
time. Pepsodent (McCann-Erick- 
son) or Chlorodent (J. Walter 
Thompson Co.} probably will be 
featured 

Time Inc. (Young & Rubicam) 
has notified NBC that it will give 
up the Thursday segment of “Ku- 
kla, Fran & Ollie” when the pres- 
ent contract for Life expires. With 
Procter & Gamble giving up the 
Tuesday and Friday telecasts of 
the Chicago-originated show, this 
will leave three open days. 

At the suggestion of Burr Till- 
strom, multi-voiced creator of the 
program, the Tuesday and Thurs- 
day segments are being made 
available for cooperative sponsor- 
ship locally. He reportedly feels 
the network can increase live sta- 
tion clearance by this move 


8 Congoleum-Nairn, which became 
an alternating backer of the night- 
time Kate Smith telecast this sea- 
son after encountering station 
clearance difficulties with the Dave 
Garroway show, is pulling out 
after a 13-week stand. McCann- 
Erickson placed this business. The 
vacancy will be filled by Rey- 
nolds Metals Co. (Buchanan & 
Co.), which currently alternates 
on the first 30 minutes of Miss 
Smith’s evening program’ with 
Congoleum-Nairn 

On the radio front, Repperell 
Mfg. Co. (Benton & Bowtes) and 
Packard Motor Car Co. (Y&R) 
are signed for one-time sponsor- 
ship of the “Red Skelton Show” 
on CBS in the markets not cov- 
ered by Norge’s approximately 39- 
station lineup 

Buick motor division has signed 
for two one-shot radio buys on 
ABC. As a part of the new model 
introductory campaign, Buick, 
through Kudner Agency, will pre- 
sent “Big Hand” Jan. 14 at 8 
p.m., EST, and “Hollywood Star 
Playhouse” Jan. 17 at 8 p. m., EST. 


BAB Appoints Hardesty 

John F. Hardesty, formerly di- 
rector of station relations for the 
National Assn. of Radio and Tele- 
vision Broadcasters, has been ap- 
pointed director of local promotion 
for Broadcast Advertising Bureau, 
New York 
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Lets get the 


picture straight 


Coverage of homes 


in ——a 


(Milwaukee County! 


Milwaukee Journal 


92.0% 


Second paper 


345% 


Ladies’ Home Journal 


141% 


Life 


12.5% 


Saturday Evening Post 


10.0% 


Lhe: aig he ge, ts > 


te Sila ee = * es ee ' 7 : Pe x j - te : ¥ gt : 3 si R No eae 
phe ® : a - * ‘a x P ae ‘sy 
: Poa SS 
" ‘ Be 
a 
ee 
‘a2 
ae 
i mee 2 
: fos 
* = 5 
>, ae 
: hel 
“Dag 
; ; on 
a? 
ie 
aN 
fr 
“ai 
“See 
8 
pe 
naied, 
Rp 
a Pag Sa 
% ay 
si oe fe 
er a 
Siget 
he 
u on 
epee 
es 
Pe. 
me 
—s 
coat 
nee 
wo tray 
| oe st 
; oo 
ae 
ts 
ied 
1 
mf 
rs 2 
ie: 
a: 
' es 
a 
' ys 
ae 
teas 
oe 
ees 
a 
ay 
a} 
2 te 
se 
«Se 
Oy Fe 
ie 
ae 
; Peas 
\ om 
r ‘ee 
aie 
\ e 
oe 
ee 
fhe: 
; 4 
weet 
Het ous 
ne 
; 7 
‘wi 
xe 
' ae 
eS 
Sy, 
' lees 
A ga}. 
| : . 
} ea. + 
4. cs 
| | : 
{ sale 
ang 
4 ina 
tne 
.- 
i 
vee 
ay 
4 Sie 
: att gl 
*. By < eres 


oe 


: FOR 3 YEARS, BIGGEST GAIN IN SPACE AND 
ADVERTISERS IN THE FIELD . . . WHY? BECAUSE 


j 

15,000fqjq, JREADERS (98% U. S.) INCLUDE 
_ ALL-BUYERS, NO DEADWOOD... 
and you get more space, more 


“response, ‘per ad $! 


= 


ORIA... 


9 Point sta 
from Ss. M. 
Survey 


ndings 
’s 


- 


s 


TLLINOIS 


\ 


The 


Nation’ 


Bright 
Spot 


. ¢ 
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Breckenridge Named A.M. 

Robert P. Breckenridge, for- 
merly director of advertising for 
Gemex Co., Union, N. J., manu- 
facturer of wrist watch bands and 
straps, has been appointed adver- 
tising and sales promotion manager 
of Harriet Hubbard Ayer Inc., 
New York, cosmetic and perfume 
division of Lever Bros. He replaces 
D. N. Jones, who has resigned. 


Coca-Cola Buys Telecast 
Coca-Cola Bottling Co. of New 
York is sponsoring the “Bob Dixon 


Show” over WABD, New York, 
effective Nov. 5, 6:30 p.m., EST. 


The 30-minute old West program 
will be carried Monday through 
Friday. William Esty Co., New 
York, is the agency. 


FCC Okays WLAD Transfer 

Transfer of control of WLAD, 
Danbury, Conn., from Robert J. 
and John C. Doran to John P 
Previdi and James B. Lee has been 
authorized by the FCC. 


IA 


( 
Cours AU § Peoriarea 


Ward-Griffith Co., 


Inc. 


National Representatives 


in POPULATION 


In the 100M to 250M Group 


Income 
Per Family 


Definitely 


an “A” SCHEDULE 


For our lates Fact Folder, 


Write Orville Summers 


Nat'l Advertising Manager 


Peoria Journal Star 
Peora 1, Mlinois 


Market! 


This rich, agricultural and industrial area 
is a self-contained major market . . . not 
influenced by any outside media. It is effec- 
tively covered by the Peoria Journal Star. 


+ Seow 


so PEORIA... 


Pviie 


Voit Opens Test 
Drive to Check 


Consumer Market 


Los ANGELES, Nov. 6—The W. 
J. Voit Co. has launched its largest 
ad campaign to promote its rubber 
and rubber-covered athletic equip- 
ment during the holiday season. 
Radio, television and trade publi- 
cations are being used. 

The test campaign is divided into 
two phases: The first, running 
through Thanksgiving, is devoted 
to the company’s rubber football, 
which gained national recognition 
recently when it was used official- 
ly in a Southwestern Conference 
game. 

The first phase, directed to men, 
will employ participations on 
sports programs in Phoenix, At- 
lanta, Cleveland, Salt Lake City, 
Portland, Seattle, San Francisco, 
Los Angeles, a 16-station network 
of Texas stations, and on news 
programs in Omaha and Dayton 


@ In the second phase, Voit will 
sell its whole line, including foot- 
balls, basketballs, volley balls, etc 
Appeals will be directed to wom- 


en with the line, “build healthy 
minds and healthy bodies. ..give 
athletic equipment...be sure it’s 


Voit.” Dise jockeys will be used in 
the same markets, with programs 
in New York, Chicago, and at least 
two other eastern markets added. 

The testing is being done to de- 
termine which segment of the mar- 
ket will responsive to 
Voit promotion at the retail level 
The company substantial 
share of the team, playground and 
school market, but not done 
much in the past to promote over- 
the-counter the retail 
level 

An extens.ve dealer service tie- 
in, including mat service, is avail- 
able. Hixson & Jorgensen, Los An- 
geles, is the Voit agency 


be most 


has a 
has 


sales at 


Canadian Ad Agencies Elect 
Russell C. Ronalds, president of 
Ronalds Advertising, Montreal, 
has been elected head of the Ca- 
nadian Assn. of Advertising 
Agencies. Other officers elected 
are: v.p.s: Mark Napier, J. Walter 
Thompson Co., Montreal, and 
G. C. Hammond, Cockfield, Brown 
& Co... Montreal: directors WwW 
George Akins, Walsh Advertising 
Co., Toronto; Palmer Hayhurst, 
F. H. Hayhurst Co., Toronto; 
Elton Johnson, Locke, Johnson & 
Co., Toronto; G. Alex Phare, R. C. 
Smith & Son, Toronto; E. V. Rech- 
nitzer, MacLaren Advertising Co., 
Toronto; C. Warren Reynolds, 
E. W. Reynolds Ltd., Toronto; H. 
E. Smith, Stevenson & Scott, Mon- 


treal; Allan L. Thompson, James 
Fisher Co., Toronto, and Rex 
Vickers, Vickers & Benson, Mon- 
treal 


Riddle Joins Putnam 

George W. N. Riddle, formerly 
manager of media relations of the 
public relations division of Gener- 
al Electric Co., Schenectady, has 
been appointed director of de- 
velopment for Putnam Publishing 


Co., Chicago, publisher of Food 
Processing and Chemical Proces- 
sing 


Chandler Joins Ken Rader 


Randolph Chandler, formerly 
with Grey Advertising, New York, 
has been appointed art director of 
Kenneth Rader Co.. New York 


Ritchie Joins Four A's 

Ritchie Advertising, Houston, 
has been elected to membership in 
the American Assn. of Advertising 
Agencies 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph. mimeograph, addressing or 
mailing job uick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel. charges 
always in line. THE LETTER SHOP. 
Inc., 431 S. Dearborn St., Chicago 5. 
(Now in our 23rd successful year.) 
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Pack Your Trunk, Jumbo 


Although the elephant is a powerful animal, the requirements of industry 


today for materials-handling are beyond his scope. Business Week regularly helps these 


advertisers of Materials-Handling Equipment 
reach their most important buying 
prospects — Management-Men 


Manufacturing materials-handling equipment... everything from lift- 
trucks to conveyors ... is a multi-million dollar business. And, although 


their products fall into many categories, the manufacturers have one 
: ‘ . ‘ . Alvey Conveyor Mfg. Co. L Metal Products, Inc. 
{ practice in common ... the consistent use of Business Week as an impor- - ee eee 


——— maw oo — es ae 


tant selling medium. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


American Hoist & Derrick Co. 


Industrial Truck Association 
Lamson Corp. 
LeTourneay, R. G., Inc 


Automatic Transportation Co. 


Lyon-Raymond Corp 


| 
| 
| Manning, Maxwell & Moore, Inc 
| 


{ Borg-Warner Corp. Mechanical Handling Systems, Inc 
REASON: Business Week reaches buying prospects ...a highly con- Buschman, E. W., Co., The Mercury Manufacturing Co. 
centrated audience of Management-men. These are the executives who Clark Equipment Co. Mobilift Corp 

? <a eile Colson Corp., The Otis Elevator Co. 
make or influence buying decisions for their firms. Siecall Peshar Glecwic Co. Pee rnete hare 

; " — Gerlinger Carrier Co. Revolvator Co 

, RESULT: Business Week regularly carries more advertising of materials- Site tetnte. citiesihinninten 
handling equipment than any other general business or news magazine. Harnischfeger Corp. Ross Carrier Corp. 

: Advertising dollars are wisely invested in Business Week, because — Hewitt-Robins, inc. Rotary Lift Corp 

.g Hyster Co. | Schield Bantam Co., Inc 

' 


Wellman Engineering Co 
Westinghouse Electric Corp. 
Whiting Corp. 


Yale & Towne Mfg. Co. 


A McGRAW-HILL PUBLICATION 
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EDITORIAL ADVERTISING 
The 15° Plus Commission System 

W «© there are probably still isolated instances in which an ad- 
vertise itte ning to get advertisi en ervice for nething 
lke he st wd 15 min ‘ these instances are rapidl) 
bex ‘ ! ‘ 

I ‘ ,o-fo In the first place, the intelligent advertise: 
lon earned that it was more er le not to attempt to chisel 
on the ager ! i ind that if he had an account which was 
fairi, simple to handle, it was tar better to get a greater amount of 
cabliateral service than it was to try to get rebate from his agency 
The second, and much more important reason, is that agencies and 
clie ilike have le ned that there far more to professional ad- 
vertising service than the writing of copy and the placing of adver- 
tish pace or time. With the growing understanding of advertising 
as an integrated tool of selling, meaningful only when it is carefully 
cofrelated with all other sales activitic there has grown up a con- 


stantiv increasing demand for services from agencies 

Thus, the matter of agency compensation has now come around to 
the point where, normally, the discussion between client and agency 
does not relate to a possible rebate on the standard commission, but 
tothow much collateral service an agency can afford to give for the 
commissions it earns. The question now is, not how much less than 
the 15 commission can vou do the work for, but how much addi- 
tional fee am I, the client, going to have to pay to have vou do all 
the things I think vou should do” 

This i » healthy and an encouraging situation, even though it 


igency-client relationships 
of the 


continue problem in the field of 


It Indicates a gi 


wic 


owing realization on the part of advertisers 


wd range of functions which the modern advertising agency 


should and must perform to do a real job, and a willingness on the 


part of the agency to take over related and closely integrated activities 


once fought shv 


of which tl 

There are still important areas intimately connected with adver- 
ti L ale promotion and general promotional activities in which 
agence ire mot as commonly used as they hould be; and these 
are can be fully explored only when an adequate fee system, plus 
the traditional commission system, makes it possible for agencies to 
operate in these spheres profitably 

Une the signs are all wrong, it will soon be the exceptional, 
rather than the usual ageney-client relationship which does not in- 
clude fee fo wcial work above and bevond the normal commission 
o pace or time. And both agencu ind clients will benefit 

The Need for Public Education 
nmenting upon a recent editorial in these columns deploring 

the i k of knowledge of the advertising mechanism exhibited 
bi embet f Congre one retired agency president suggests the 
nee f Secretary of Advertisit Another correspondent takes 
us to task because, he is our concern lay with the possible loss 
‘ e At ertisin ppropriatio 

N er these orrespondents hits the issue squarely. We were 
t t ‘ vith the toppage of Army advertising as such, but 
A ci of members of Cor t » grasp the basic functions 
i , } ‘ i ertising, and to recog: « its value in performing 

© Vari { eful f ctior nore cheaply and more efficiently 

t! cum be me in anv other wa And we are not greatly intrigued 
“ the eu f a Secretary of Advertising in the cabinet 

We are ce ‘ ed with advertising and advertise presenting thei 


vith fficient intelligence and force so that members of Con- 
gre will v what the ire talking about when they debate an 
rtising ibject. And we think that much needs to be done 


Ad 


United States Rubber Co 
We had to out it up there--we couldnt get Dad off the Loylon couch 
What They're Saying | 
It Takes Understanding The problems of our American 
Advertising has a great future, a industrial system are not solved 


future, 
bad 
will 
destroy volume and undermine one 
of the most vital of our 


challenging and 


bad 


inspiring 


but selling is producing 


advertising which ultimately 
elements 
free enterprise system 

We are in danger of producing a 
breed of advertising salesmen who 
want to sell something twice as 
good as we can offer for one-half 
the price All 
too frequently, solicitors 
desert all fundamentals and over- 
sell with gadgets, gimmicks, charts, 
graphs and ouija boards 

They forget or the 


principle that advertising can pro- 


we should receive 


these 


disregard 


voke interest, arouse desire, create 


preference and direct consumers 
to a point of sale, and that it is 
the most economical method of 


achieving these basic selling steps 


but it cannot ask for the order 
or close the sale 
They encourage it to carry a 


which is not its 
sponsibility and, for the benefit of 
a moment, refuse to clearly state 
that advertising is not a substitute 


load proper re- 


for creative and aggressive selling, 
sound pricing policies, and product 
quality 

And labor in fertile soil 
For advertising is so flabbergast- 
ing, so magical, that it is often re- 
garded with suspicion by manage- 
Those to whom it is a mys- 


they 


ment 
tery are most easily led to expect 
too much of it 

We can't afford to have men and 
women practicing in this profes- 
who that it is only 
an opportunity to make money 
You've got to understand your job, 
the benefits 
other than 


sion believe 


and believe in it and 
it confers on somebody 


vourself 


Sam R. Bloom, direc advertis 
ing. Dallas Times-Her 1 speech 
before the Texas Assn in 
Austin, Oct. 20 


Rules of the Game 
Inflation intensifies the problem 


of how to divide equitably new 


wealth currently being created 


and how to distribute the apparent 
services 


shortage of goods and 


When the supply of in- 
flated, 


money is 
shortages in the supply of 


are created. If money were 


no object, all of us can think of 
something we would like to have 
or do that we cannot now afford 


of war by the 


even In time simple 
expedient of government taking 
direct control of wages, prices and 


production. As a matter of fact 


such action creates a centralized 
problem of sucn magnitude that it 
any man or small 


deal 


is impossible for 


group of men to with it ef- 


fectively 

The problems are further magni- 
fied and made much more difficult 
by dealing with them from the top 


In an ivory tower instead of on a 


local case-by-case basis in the fac- 


tories, mines, cities and communi- 
ties where the people live and 
work 

Our government should fulfill 


its basic responsibility for estab- 


lishing sound monetary policies 
which will deflate excessive de- 
mand and thus take the pressure 


off of prices. When it attempts to 


control wages and prices directly 
it finds itself in much the same 
position as an umpire who also 


The Zov- 
ernment should establish the rules 


insists on being a player 
of the game and thereafter leave 
the individuals to work 
own problems in a free economy 


out their 


C. E. Wilson. president of General 
Motor speaking at Michigan State 
College Oct. 17 

Children at Propaganda 
Someone recently said that 

Americans were masters at ad- 

vertising and children at propa- 


ganda. We have developed modern 
advertising techniques which have 
made mass production and distri- 
bution possible but we seem still 
to cope ineffectively with Russian 
“peace” propaganda 
W. W. Wachtel, president, C 
Distillers, in a speech of 
of the 1951 George Washington Carver 
award for promoting interracial 
inderstanding 


alvert 
acceptance 


gold 


Womanpower 
Too often, I believe, we are in- 
clined to be like the advertising 
experts. You all know how often a 
panel of agency men will 
what they think is the 
pulling copy and then, lo and be- 
hold, that final arbiter of practi- 
cally everything in America—-the 
little woman at home—will decide 
exactly the opposite 
J. Spencer Love, board chairman 
Burlington Mills Corp... at meeting of 


American Assn. of Textile Chemists & 
Colorists Oct. 18 in New York 


choose 


best sales 


November 12 


1951 


' Rough Proofs | 


Jake 


are 


rertistng Age 


that more 
for food 
This may 


Sawyer says 


men now shopping 
with their little helpers 
mean simply that getting a week- 


end’s supply of groceries nas be- 


come a capital investment 
* 
Business Week wants it under- 
stood that in its vocabulary “pro- 
moter” and “promotion” are not 


words of opprobrium, even though 


to some of the brass they may 
seem a trifle undignified 
oa 
Puerto Rico promoters say it’s 


a tough job to persuade Americans 


to drink rum highballs. Maybe 
they had better revive that once 
popular little ballad which said 


something about “Rum and Co-ca 
Co-la.’ 
. 


Raymond Rubicam suggests that 


Star Spangled Ban- 


little to do 


singing “The 
ner” at prize fights ha 
with prize-fighting 
Perhap 
to go particularly 


but Kid Gavilan see ns 
well after they 


play the Cuban national anthen 
o 
Taverns—saloons to yvou—are 
now selling less beer than food 
stores, the marketing men say, and 


the grocers don't even offer the at- 


traction of television 


e 

A Washington 
ports that Democrats pick money- 
but 
ments have indicated that the boys 


news story re- 


raiser type, recent develop- 


in the administration have never 
shown any lack of ability along 
that line 

s 


Bernice Fitzgibbons advises life 


insurance companies to develop 
approach in their 
That's the 


maximum premium payments, too 


the “live longer” 


advertising road to 


. 
The American Institute of Man- 
should 
consider whether a prospective cli- 
ent genuinely believes in the value 
of advertising, or 


agement Says an agency 


regards it as a 


necessary evil 


As necessary and as evil as the 
excess profits tax, say” 
- 
‘An advertising agency,” says 
the Department of Commerce, 


“should not be selected on the ba- 
sis of friendship alone.” 
Probably the 
client arrangement, like marriage, 
is the severest test of friendship 


because agencyv- 


e 
A well-established manufacturer 
looking for a direct 
mail advertising 
classified 
He's probably 


successful 


man heads his 


ad, “Desperate'” 

just finished fig- 
uring out what the postal rate in- 
creases are going to do to his pro- 
motion costs 

_ 

The Post Office Department has 
figured out the perfect way to get 
rid of undesirable business. It 
the for government 
added an extra 


doubled rate 
ana 
stock 
. 
Otis Wiese says 


postcards 


charge for 
a Magazine ad- 
that 
woman has yet been able to clip 


vertiser should remember no 


a recipe out of a television pro- 


gram 
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ero NEW $1,500,000 BUDD FOUNDRY BUSY PRODUCING 
rd BRAKE DRUMS FOR AUTOMOTIVE INDUSTRY 


' ess 0 
busi" Hundreds of millions of dollars for industrial expan- 


sion is solid evidence of thriving business in Phila- 

delphia. Already the nation’s second oil-refining 

i center, rapidly becoming a major steel center and 

Philadelphia is daily gaining new national promi- 
nence in its diversified industries. 
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THE INQUIRER LEADS PHILADELPHIA NEWSPAPERS 
IN ADVERTISING 
With a total of over 26,600,000 lines in the first 
9 months of 1951, The Inquirer was first in Phila- 
delphia by over 4,700,000 lines . . . First in National, 
Retail, Classified and Total Advertising. Month after 
month, year after year, The Inquirer is first choice for 
sales in America’s 3rd Market. 


Now in its 18 
Consecutive Year of me 
Advertising Leadership 


a The Philadelphia Inquirer 


i Philadelphia Prefers The Inquirer 


E. ‘usive 4 ting Representotives: ROBERT T. DEVLIN JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Det >it, W -ord 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 
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At Washington's 
Army and Navy Club, as 
wherever men of decision 
con gregate eee 


Newsweek 


is in the picture. 
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‘Fortune’ Studies Management Influence in 
Private Lives of Employes and Their Wives 


New York, Nov. 6—In a two- 
part study of the “wives of man- 
agement” (AA, Oct. 8), Fortune 
reports in its current issue that a 


small but significant number of 
corporations are trying to influ- 
ence the private lives of their 


executives through a policy of “so- 
cial integration.” 

Some corporations, the maga- 
zine are seeking more and 
more to draw the executive's wife 
into’ their widening orbit of in- 
fluence and in most cases the wives 
seem to like it 

“Conformity, it would appear, is 
being elevated into something akin 
to a religion,” the magazine says 
“What more and more corpora- 
tions want is group integration; 
to them the good wife is the one 
who adapts, who subordinates her 
own individuality and aspirations 
to the smooth functioning of the 
system 


Says, 


® Roughly half the companies on 
which Fortune has data have made 
wife-screening regular practice, it 
says, “and the look-see is not aca- 
demic. One large company esti- 
mates that about 20% of its other- 
wise acceptable trainee applicants 
are turned down because of their 
Wives.” 

The screening usually is done 
through informal social visits. As 
a supplement some companies in- 
vestigate the wife's credit rating. 
check her popularity in the last 
community in which she lived, and 
find out whether she has indepen- 


dent capital. If it is sizable, it 
counts against her, as it might 
Jessen her husband's economic 
drive 

After a man has been hired, 
these companies, the magazine 


Says, continue to keep an eye on 
the wife. When the husband's 
Mame comes up for promotion, his 
employers will have answers to 
Buch questions as: the health of 
his family, attitude toward parent- 
hood, the wife's taste in dress, how 
She runs her home, does she re- 
sent his traveling, does she criti- 
cize her husband publicly? 


® Divorce, the magazine _ Says, 
farely disqualifies a man. Com- 
Panies with an active wife policy 
fry to sell the wife on the corpor- 
ation's point of view, partly for the 
purpose of preventing complaints 


HAMILTON 
WATCH 


Knows That 


Your Advertising Speaks 
Loudest In the Quiet of the 
Classroom... 


That's Why It Advertises 
errr 


SCHOLASTIC 


MAGAZINES ; 


Reaching 1,000,000 Student 
Subscribers Weekly in the Jun- 
ior and Senior High Schools 


about such matters as travel and 
long hours. Fortune reports an in- 
creasing use of films, brochures 
and special mailings to drive home 
the idea that “the corporation isn't 
stealing her husband from her, and 


even if it were, it would work out 
for the best anyway.” 

Some companies, however, the 
publication notes, not only look 
on the wives of employes as none 
of their business, but take active 
steps to see that wives don’t get 
close to them. But beyond control 
of these companies, it is said, 
“there are forces at work to draw 
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the bonds between wife and cor- 
poration ever tighter.” One of the 
greatest of these forces is the de- 
centralization of industry. 

Noting that progress frequently 
demands a conflict between the 
individual and the status quo, 
Fortune warns: “Unless people 
temper their worship of environ- 
ment, they may evolve a society 


so well adjusted that no one would 
be able, or willing, to give it the 
sort of hotfoot it regularly needs.” 


Jim O’Bryon Joins Bozell 

James E. O’Bryon, formerly 
public relations director of Mutual 
Broadcasting System, has joined 
the New York office of Bozell & 
Jacobs as an account executive. 
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Durene Assn. Hikes 
1952 Ad Budget for 
Mercerized Yarn 


New York, Nov. 6—Durene 
Assn. of America (mercerized 
yarn manufacturer) has upped its 
1952 operating budget 20% and 
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will increase its publication and 
direct mail advertising. 

Six business papers will be used 
starting in January and four con- 
sumer magazines will carry 
Durene ads starting in February. 
McCann-Erickson is the agency. 

The consumer ad program calls 
for half-page, b&w ads in Good 
Housekeeping, Life, Ladies’ Home 


Journal and Parents’ Magazine. 
A combination of b&w and color 
pages is scheduled for Boys’ Out- 
fitter, Hosiery & Underwear Re- 
view, Infants’ & Children’s Re- 
view, Men's Wear, Merchant's 
Trade Journal and Women’s Wear 
Daily. Business paper advertis- 
ing will be devoted to merchan- 
dising the consumer advertising 


program and to create interest in 


new promotional aspects of the 
association's 1952 plan. 
@iIn the past three years that 


Durene has engaged in consumer 
advertising, its plan has been bas- 
ically to educate consumers on 
the advantages of Durene mercer- 
ized cotton yarn, and indirectly 


now were solo... 


logging television spot time only... helping you 
chart soaring sales with our wealth of TV knowledge 
and specialized, single-medium service in seven 

of your finest TV markets— New York (WCBS-TV); 


Philadelphia (weAU-TV); Los Angeles (KNXT); 


Washington (wTor-T¥); Charlotte (WBTV); 


Salt Lake City (KSL-TV); and Birmingham (WAFM-TY ). 


CBS Television Spot Sales 
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to influence manufacturers and 
retailers 

To capitalize on the increased 
consumer acceptance of Durene 
identified merchandise, the plan 
for ‘52 calls for further develop- 
ment of consumer recognition of 
the Durene label; increased pro- 
motion at the retail level of mer- 
chandise made of Durene yarns, 
and encouragement of manufac- 


turers to include more products 
made of Durene yarns in their 
lines 

In addition, an intensified di- 


rect mail campaign (AA, Oct. 22) 
will merchandise the consumer 
advertising and will be closely re- 
lated to sales promotional events 
being planned by the association 
for "52 


@ For the first time a resource 
list of the classified names of com- 
panies that sell Durene labeled 
goods directly to department stores 
and specialty shops will be issued. 
This list, expected to be off the 
press in January, is intended to 


serve two purposes: (1) to sat- 
isfy requests from retailers for 
such a compilation, and (2) to 


| bring the licensees into closer as- 
sociation with the nine member 
mills supporting the Durene pro- 
gram. These are: 

Aberfoyle Mfg. Co., Philadel- 
| phia; American Yarn & Processing 
Co., Mt. Holly, N. C.; Dixie Mer- 
| cerizing Co., Chattanooga; Clarence 
L. Meyers & Co., Philadelphia; 
Sellers Mfg. Co., Saxatahaw, N. 
C.; Southern Mercerizing Co., Try= 
on, N. C.; Spinners Processing Ca, 
Charlotte, N. C.; Standard-Cossa- 
Thatcher Co., Chattanooga, and 
American Thread Co., New York, 


Sessions Clock Opens Push 

| Sessions Clock Co., Forestville, 
Conn., has launched a campaig&i 
to introduce Shadobox clock setg, 
a wall clock with two shadow 
boxes of the same size and style 
as the clock, using trade journals 
plus four-color, full-page insere 
tions in Better Homes and Gardeng 
and The Saturday Evening Poat 
during November and December 
The clocks are featured as offerir 

“1,000 decorating opportunities, 
Horton-Noyes, Providence, is the 
agency. 


ataeycracusrasry 
A THOUGHTFUL 


CHRISTMAS GIFT 


FOR THOSE “ALL-IMPORTANT" 


° BEAUTIFUL HAND MADB 
“TIES” with a definite ‘Personal 
* can completely settle the 
perplexing “Yearly Problem” for 
& sensibie, practical CHRISTMAS 
GIrr 


° CHOOSE FROM HUN 

DREDS of the season's smartly 

styled patterns featured on fine 
Silks, Nylons or Acetate 
weaves 


WE ARE PREPARED TO 
OFFER « full range from 
the “Moderate” through the 
**Higher-Priced’’ 

Your requirements easily 
serviced within the LIMITA- 

TIONS of your GIFT 
BUDGET Special 
Discounts for 
Quantity Orders 


Early 


YOUR PERSONAL- 
IZED LABEL on reverse 
side of tle; or, you may 
have the Celebrated 
“ADVER-TIES", made 
special to order, de- 
signed with llustration 
of product, trade mark 
or siogan ALL TIES 
BEAUTIFULLY BOXED 
end if it ts your wish 
will be matied by us to 
your OWN GOIPT LIST 
with your ‘Personal 
Christmas Card”. 


EARLY ORDERS mean 
better selection. FULL 


American Neckwear Mfg. Co. 


Migrs. of Fine Hand-Toilored Neckwear and the 

Celebrated “‘ADVER-TIES"’ for over 30 years 

320 S$. Franklin St. Dept. AA Chicage 6, ti! 
PHONE: WEbster 9-7592 
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ANPA’s Williams 
Warns Publishers 
of Strike Dangers 


New York, Nov. 6—Cranston 
Williams, general manager of the 
American Newspaper Publishers 
Assn., has urged members to build 
up their newsprint stocks close to 
press rooms as a guard against 


possible labor troubles. He also 
warned, in a bulletin to members, 
that the railroad box car supply 
in both Canada and the U. S. is 
getting tighter. 

Mr. Williams directed attention 
to various strikes and threats of 
strikes, notably the longshoremen’s 
strike here which has brought 
about rail freight embargoes in 
eastern ports, and the strike of the 
river pilots on the upper St. Law- 
rence River as indicative of unset- 
tled labor conditions. 

“The ANPA feels that the warn- 
ing signs are sufficient to impress 
upon publishers,” Mr. Williams 
said, “that reasonable stocks of 
newsprint on hand in the city of 
publication is something that ought 
to be checked.” 
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MOBILE MERCHANDISING—This Abbott Laboratories ‘mobile’ window display with 
reversible fronts, one side devoted to the pharmacist, the other to the family physi- 
cian, was designed by Ketterlinus Lithographic Mfg. Co., Philadelphia. 


Arndt Reports 
Errors in Brand 
Identification 


PHILADELPHIA, Nov. 6—Although 
the buying public has become more 
brand conscious in past years, con- 
sumers still mistake many brand 
names for allied products. 

In a great many instances, con- 
sumers accepted “false” brands for 
real brand names, according to the 
fourth annual survey made by 
| John Falkner Arndt & Co. among 

2,400 men and women in the $4,000 
and 


| over income category. The 
. a ganp - study was conducted by Research 
@ Now reaches 78,984 Kline to Wadsworth Homes Kevin Sweeney Joins BAB Blue Star Names Baker | Inc 

Wadsworth Homes, Mission, Kevin B. Sweeney, formerly Baker, Johnson & Dickinson, 24 - 39 categories se 

hotels and rotteurents Kan., has appointed Al Kline, for- sales manager of Don Lee Televi- Milwaukee agency, has been ap- | ana acer —— yoni — 
throughout America . . merly southwestern mill repre- sion, Hollywood, has been ap- pointed to handle the advertising | bs od I : " a f z l 

(See Stondard Rate & Data Service) sentative for Chicago Mill and pointed director of national pro- of Blue Star Foods, Rockford, III, | toned. ee ees ae Serene 

Lumber Co., as general sales man- motion for Broadcast Advertising maker of potato chips and food|the consumer would name “ster- 
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The 


Christmas 
that starts 


ager. 
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Bureau Inc., New York. 


specialties. 


ion Ee irae, 


is a wild, unpredictable month. Shelves 
are quickly emptied. Sell-outs become the 
of sales 


rule. Thousands 


through simple lack of merchandise 


But these buyers know the answer. To 
them, a sell-out means one thing—a quick 
call for more merchandise, via Air Express! 


The world’s fastest shipping service tills 


may be lost 


their shelves overnight! 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 


IT’S PROFITABLE—Air Express expands 
profit-making opportunities in distribu- 
tion and merchandising. 

For more facts call Air Express Division 
of Railway Express Agency 


ling” as a brand name for silver- 
ware or “wilton” as a brand name 
for rugs. This type of false recog- 
nition was highest for living room 
furniture, drapery and upholstery 
fabrics and dining room furniture. 


@ The survey covered five cities: 
Philadelphia, Chicago, St. Louis, 
Dallas and San Francisco. 

Most of the 39 department store 
merchandise items surveyed 
showed that brand name leaders 
were far from a dominating factor 
in their respective fields. In some 
classifications the absence of one 
outstanding brand leader indicated 
an opportunity for a manufacturer 
to dominate that field. 

Women were interviewed on all 
39 products, while men were ques- 
tioned only on 15 in this survey. 


8 A total of 52% of consumers in- 
cluded in the survey were aware 
of living room furniture brands 
Of that total, 66% singled out one 
brand. Fourteen per cent were 
aware of one or more brand names 
in drapery and upholstery. High 
ranking items in identifiable brand 
names were mattresses, cooking 
glassware, electric appliances, hard 
surface floor coverings, cigarets, 
electric blankets, men’s hats, 
watches, towels and sheets, dinner- 
ware and men’s shoes 

In watches, 98% of the women 


| (and men) were conscious of 
a brand names; 98% of the women 
ye 2 could name electric iron brands; 
“a 98% of the women interviewed 


named towel brands; 95% named 
sheet brand names and the same 
percentage were aware of silver- 
|ware and electric toaster brand 
names. In springs and mattresses, 
94% of the women could name one 
or more brands; 94% of the 
|women were brand conscious in 
the cooking glassware category; 
92% of the women knew brand 
names among men’s hats while 
only 90% of the men could name 
one or more brands. 

Men were ahead in named 
brands of cigaret lighters, with 
| 87% against 84% of the women in- 
terviewed. The same thing held 
| true in men’s shoes, with 93% of 
| the men against 82% of the women. 
In children’s shoes, 77% of the 
women supplied one or more 
brand names, while only 59% of 
the men could. 


Virginia Metal to Cayton 
Cayton Inc., New York, has been 

appointed to handle advertising 

for Virginia Metal Products Corp., 


7 . bu u is, here ar f 
Whether you buy or sell goods, ¢ Orange, Va., manufacturer of met- 


al doors and frames. Courtland D. 
Ferguson Inc., Washington, is the 
former agency. 


in the summer! 


: For some people, the Yuletide season 


the unique advantages you can enjoy with 
regular use of Air Express 


IT’S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 


starts around July. 


Fieldcrest Shifts Lux 


A. F. Lux, sales manager of the 
company’s blanket department in 
New York, has been appointed 
manager of the domestic sales of- 
fice in Chicago for Fieldcrest Mills, 
division of Marshall Field & Co., 
Chicago. 


They're the department store buyers of 
America — and they do their Christmas 
shopping really ear/y. They begin their 


up and delivery service in all cities and 
principal towns, af no extra cost. 


SAR PRESS 


GETS THERE FIRST 


purchasing months in advance of the 
Christmas buying spree 


IT’S MORE CONVENIENT — One call to 
Air Railway 
Express Agency arranges everything 


Express Division of the 
But despite careful buying, December 
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Crunchy 


ay of Baby Ru 
hy the makers f 


Wonderful 
Coconut! 


th, Butterfinge™ Co 


REGIONAL SALES SUPERVISORS REPORT: 


ED TURNER 

Mich., tnd., Ohio, Va., Ky. 

“It is very impressive showing the dealer one ad 
after another, week after week, and mentioning 
to him that there will be another ad each week in 
the future. Quick has been a great help in opening 
new accounts and definitely has helped increase 
our sales.” 


4p tye 
plicit Bile FGé 


“A 
* Cooling 
htful! 
Luscious Delig 
Noug@!! 


[> Y JERRY TILLMAN 


Pa., Del., Upper N. Y., Wash., D. C. 


“I think Quick is one of the greatest steps Curtiss 
has taken in the field of advertising.” 


TOM BYRON 
N. J., N. Y., New England 


“I use Quick every week it comes out as an indi- 
vidual promotion on a particular ad. For example, 
this past issue on the one pound items—I used 
very advantageously in promoting store demon- 
strations and week-end specials in some of the 
larger chains in New England.” 
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year-round sales program... 
spread in Quick 


FROM PRESIDENT TO SALES STAFF: 
“A natural...” “Most successful...” 


“Quick has worked splendidly with our 


sales force...” “Helps increase sales...” 


| 


Mr. Otto Schnering, President and 
founder of the Curtiss Candy Co. 


“We bought Quick instantly 
because it is novel in copy and 
presentation, and is unique in 
that it has high ad visibility 
even though it has a large cir- 
culation . . .it’s a natural mar- 
ket for our types of buyers.” 


Fe ENO rn, Oe re a4 _ 


} ———————— 


Mr. H. A. Downey, 


' Mr. Nelson Thomas, 
| Director of Sales Development, CR SS 
im Special Account Selling “Quick has been successful 


“Quick magazine with the 
merchandising insert has been 
the most successful sales train- 
ing tool and merchandising 
aid from a national stand- 
point that I have had the op- 
portunity of working with.” 


Mrs. C. B. Lahon, 

Advertising Manager 

“The thing that appeals to 
me is the dominance of our 
ads. We have had lots of com- 
ments on that.” 


in gaining additional distri- 
bution on the counter for our 
products as well as better 
counter display space. Quick 
has worked splendidly with 
our sales force, and we have 
used it to develop the sales 
value of advertising.” 


Through Quick, advertisers bring to bear the full impact of 
continuity, repetition and impact at relatively low cost. 
With every ad in Quick a full page, yours always stands out. 


== Quic 
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; First promotion of its kind... 


4.500 local druggists § 


ae LAAACAY 


= 


How 4,500 Druggists, Coast to Coast, 
Became National Advertisers in Quick 


In addition to its regular press run, Quick magazine printed 
more than 650,000 extra copies of the April 30th issue of 
Quick and sold them to McKesson & Robbins for distribution 
to 4,500 druggists from coast to coast. 

This issue contained a McKesson & Robbins spread and a 
message from each druggist to his customers, with his own 
name and address imprinted on the first page. It was then handed 
out by the druggist to his customers as a gift of the store. 

Here, for the first time, the local druggist participated in a 
national promotion on a personal basis. He gained, among the 
people in his own neighborhood, the distinction and prestige 
of a national advertiser. 
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| McKesson & Robbins and Quick turn 


| into national advertisers! 


FROM MERCHANDISING MANAGER TO DEALER: 


“Fundamentally the best promotion we’ve ever had...” 
“Topped my quota by one third...” " 


a 


“Business increased greatly...” 


i ALI Ei 


Howard Phillips, Merchandising 
Manager, Manufacturing Division, 
McKesson & Robbins 
“Fundamentally the best promo- 
tion we ever had. It ties the dealer 
in with a national publication in 
a way which never has been possi- 
ble before. It identifies his store 
in the minds of potential custom- 
ers as being really important.” 


LOCAL DRUGGISTS REPORT: 
“Sharp rise in volume of sales. More 
than a hundred new customers con- 
gratulated me on my Quick maga- 
zine ad.” 

Cowart Drug, Savannah, Georgia 


“It created more enthusiasm around 
my store than a circus. Business 
increased greatly.” 

Donovan Drug, Alliston, Mass. 


“It was the talk of the neighborhood. 
We sold more McKesson merchan- 
dise in a week than we sold in the 
previous three months.” 

Nelson Drug Co. Inc., Boston, Mass. 


“Store interest and McKesson sales 
increased simultaneously as Quick 
was distributed.” 

Sun Drug, Pittsburgh, Pa. 


“Stimulated sales greatly, brought 
in extra traffic.” 
Cunningham Drug, Detroit, Mich. 


Dudley Taw, Sales Manager, 

Boston Division, McKesson & Robbins 
“Our sales staff was enthusiastic 
about it ... it certainly helped sell 
more merchandise. It was the 


most outstanding promotion we 
ever had.” 


William Phaien, Salesman, 
McKesson & Robbins 


“In my opinion, this promotion 
really gets down to the core of 
selling the druggist ... it helped 
me top my quota by one third ... 
and my quota was a beauty!” 


(SS ereap cei s -~ ~ 


You can turn your local dealer into a national advertiser, too. As a 
national program or locally to open new markets or strengthen old 
ones, Quick links you and the dealer, builds sales and prestige for both. 
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Here’s the real proof of the pudding... 


i test ads grow into 
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Mr. Charies W. Battie, 
Dir. Meds Division, Personal Products Corp. 


Mr. T. C. Adler, President 
The Adier Company 


“Our product appeals to progressive young in- 
telligent women. Quick is an excellent medium 
through which to reach them. The coupon ad 
enclosed appeared in 35 leading publications 
and showed Quick among our very top media.” 


“We have been literally swamped with inquiries. 
Of seven magazines, Quick has drawn 70°;, more 
inquiries than the combined total of the rest. In- 
cidentally, several of the other publications have a 
far greater circulation than Quick.” 
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campaigns! 


re... 


keyed ads in Quick pay off 


Mr. M. J. Adams, V. P. in charge of 
merchandising and sales, Knothe Brothers 

“We received directly from Quick readers approxi- 
mately two to three times more requests for Expanso 
and Knothe merchandise than we did from any of 
the other five magazines used last year. As a result, 
this year the bulk of our advertising is in Quick. 
Quick has paid terrific dividends for Knothe Bros.” 


TEST IT YOURSELF FOR 


RESULTS LIKE THESE: 


“70% more 


inquiries...” 


“Terrific dividends...” 


“Excellent medium for — 
reaching young, 
intelligent women” 


It took courage for these advertis- 
ers to invest in a new advertising 
medium. Now it just takes plain 
good business sense. 
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FROM PRESIDENT TO SALES MANAGER TO DEALER TO CONSUMER .. . 
FROM CANDY TO DRUGS TO HOSIERY... 
FOR ANY ADVERTISER INTERESTED IN RESULTS... 


s Quick excites interest, makes sales 


and does it at a cost within reach 


B of every national advertiser 


tS eetee 
THESE ARE THE ADVERTISERS AND AGENCIES USING QUICK: Ss 
PRODUCTS AGENCIES | PRODUCTS AGENCIES | PRODUCTS AGENCIES 
Adler Socks Ruthrauff & Ryan Kleenex Foote, Cone & Belding | RKO Radio Pictures Foote, Cone & Belding 
Admiral TV Cruttenden & Eger Krem! Hair Tonic Erwin Wasey Royal Typewriter Young & Rubicam 
American Express Co. Benton & Bowles Knothe Bros. Belts Hirshon-Garfield Sealed Power Piston Rings. Roche, Williams & Cleary 
American Safety Razor McCann-Erickson Lee Tires Benjamin Eshleman Shut-Eye. . Sydney Garfield ae 
Amity Leather Cramer-Krasselt Lionel Trains Buchanan & Co., Inc. Sheerr Bros. Interfacings.. Modern Merchandising a 
Anacin John F. Murray Loew’s Inc. Donahue & Coe | Bureau ae 
Ansco Films Biow Co. McKesson & Robbins Ellington & Co. | Silver Springs, Fla. Marion Advertising ‘ 
Anson, Inc. Lewis Hoen Adv. Meds se B. B.D. & O. | Sonotone Lloyd, Chester & 
Beau Brummell Ties, Inc. Sheridan Adv. Merrill Lynch, Pierce, | Dillingham 
Brentwood Sportswear J. R. Kupsick | Fenner & Beane Albert Frank, Guenther | Sparton Teievision Brooke, Smith, French & 
Botany Mills Silberstein-Goldsmith Law Dorrance 
Brown Shoe Co. Leo Burnett | Motorola Television Gourfain-Cobb | Spiegel, Inc. Robert Kahn Assoc. 
Champion Spark Plugs MacManus, John & Adams Nash Motors Geyer, Newell & Ganger | Ting McCann-Erickson 
Cluett, Peabody Young & Rubicam National City Bank of N.Y.. Albert Woodley Union Pacific Travel Caples Co. 
eee Stain D'Arcy Advg. Co. Nolde- Westminster Socks Canaday, Ewell & Thurber Universal Household 
Celesshie Records PO Old Gold Cigarettes Lennen & Mitchell | Products Goold & Tierney 
Curtiss Candy C. L. Miller Oneida Community Silver- | Victor Quickfreeze Byrde, Richard & Pound es, 
> ee plate és. B. B.D. & O. Westingh I Fuller & Smith & R ube 
Flex-Let Watch Bands Ben Sackheim, Inc. Oneida 1881 (R) Rogers estinghouse Lamps uller mit. oss . 
Fruehauf Trailers Zimmer, Keller & Calvert al sd | Westinghouse Refrigerator Fuller & Smith & Ross 
“ ‘ . : (R) Silverplate J. Walter Thompson | Westingh Televisi Fuller & Smith & R. 
General Electric Radios Maxon Pepsodent Tooth Paste NE ea | estinghouse ele ision er & Smi & ‘OSS é 
General Electric Television Maxon Perfect Circle Piston Rings Henri, Hurst & McDonald | West Bend Aluminum Western Advertising fe: 
Ingraham Watches & Prophylactic Brush & Comb Lambert & Feasley Westmorland Sterling Ketchum, MacLeod & Grove “~~ 
Clocks Wilson, Haight & Welch Pullman Accommodations. Young & Rubicam | Willys-Overland Canaday, Ewell & Thurber © 
Kay Jewelry Co. Advertising Associates Regens Lighter ..... Hilton & Riggio | Wings Shirts Zlowe Co. “ 
Kellogg’s Corn Soya Leo Burnett | Remington Rand Leeford Adv. | Zenith Radio ...MacFarland Aveyard 


Dr ae Se ee a ede 


See and hear an actual report by Quick advertisers on how Quick helps build their 
sales. Your Quick representative will be glad to show you this new presentation. 
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Advertising Age, November 12, 1951 


GOLD MEDAL AWARD WINNER—Kenneth D. Wells (left), executive v.p. of Free- 
doms Foundation, presents a gold medal award to J. B. Huntress, Nash Motors ad- 
vertising manager, for the company’s film on free enterprise, ‘Proof Through the 


Night,” ot a recent luncheon meeting of 


the Adcroft Club of Detroit. Others re- 


ceiving awards included Edgor A. Guest (right), the famed Detroit poet. 


Brookings Institute __ 
Emphasizes Wartime 
Importance of Cars 


WASHINGTON, Nov. 8—Emphasiz- 
ing that the automobile has be- 
come a necessity for many fami-'! 
lies, the Brookings Institute has 
advised the Defense Transport! 
Administration that at least 26,- 
000,000 of the nation’s 40,000,000 
passenger cars must be kept in 
service in the event of an all-out! 
war. 

To maintain the nation’s auto- 
mobile “fleet,” and replace older 
cars which are outliving their use- 
fulness, Brookings estimates that 
the production of car& must be 
kept above the 4,000,000 mark dur- 
ing the current emergency 

Brookings’ analysis of the auto- | 
mobile situation was ordered by} 
the DTA “to stimulate a conscious- 
ness of the potential wartime 
transportation problem.” In releas- 
ing it, the DTA said it could not 
agree with one recommendation— 
that in the event of all-out war,| 
auto production should taper to! 
a standstill 


® The DTA said in its opinion auto 
production should be maintained 
“on a minimum scale” in the event} 
of all-out war to replace vehicles 
damaged through enemy action, 
and to provide new vehicles for) 
doctors, nurses, policemen, fire-| 
men and other emergency workers. | 

The DTA also pointed out that! 
cars would be needed to supple- 
ment mass transportation which 
would not be able to handle the 
entire traffic load without con- 
tinuing aid from private automo- 
biles 

The recommendation of 4,000,- 
000 vehicles yearly during the 
present emergency compares with 
a production rate of about 4,400,000 
currently authorized by the NPA 


ing so used. 


@ The report says that the aver- 
age car's yearly mileage is 9,300, 
miles and that 29 out of 100 are! 
not being used on an average day.) 
About 10% remain idle throughout | 
the week. | 

During the past six years, the | 
number of passenger cars reg-| 
istered increased from 25,500,000 | 
to 40,000,000. In pointing out that! 
the auto has shifted from a luxury 
to a necessity, the report calls at-! 
tention to such factors as popula-} 


| tion increases and shifts, the de- 


centralization of industry, the in-| 
crease in family incomes and the 
multiplication of first-class roads. | 

Copies of} “Automobile Trans-| 
portation in Defense or War,” in-| 
cluding charts and tabulations, are | 
available from the Superintendent | 
of Documents, Washington 25, D. 
C., for 25¢. 


Connell Back to Flyer 


Philip T. Connell, who resigned 
the position in 1943 when the war, 
virtually put the concern out of | 
business, has been renamed sales 
manager of American Flyer elec- 
tric trains by A. C. Gilbert Co., 
New Haven. Formerly, Mr. Con- 
nell had been toy division sales | 
manager for Noma Electric Co., 
New York, where he went in 1945) 
after serving as sales marketing 
specialist with the U. S. Treasury 
Department since 1943. 


NBP Meet Set; Assn. Grows 


With its 1951 annual fall meet-| 
ing scheduled for Nov. 18-19 at} 
the Drake Hotel, Chicago, National 
Business Publications, Washing-| 
ton, has claimed that it is now the 
largest national association of 
trade, technical, scientific and pro- | 
fessional periodicals, with a total | 
of 124 member publications, both | 
ABC and CCA. | 

| 
Gladding. McBean to Oglesby 


The dinnerware division of 
Gladding, McBean & Co., Los An- 


|geles, has appointed Catherine 


8 In authorizing continued produc- 
tion of autos, however, the NPA 
told manufacturers this week that 
they cannot make any model 
changes which would involve new 
machine tools. 

Curtailed production of autos, 
from a rate of 6,300,000 passenger 
cars in 1950, is based on quotas 
assigned to each manufacturer. 
Small firms have complained re- 
cently that their allotments are in- 
adequate and have asked for bet- 
ter treatment. 

e Brookings Institute study 
reports that 68% of the automobile 
iileage On any given day is run 
in connection with making a} 

ng or doing family shopping and 
one half of all cars are be- 


Oglesby Advertising, New York, to, 
handle all Franciscan ware and 
Franciscan fine china advertising. 
Announcement of the appointment 
of an agency for the company’s 
architectural products will be 
made in the near future. West- 
Marquis, Los Angeles, was the 
previous agency for all accounts. 


Dentyne Backs Comedy 


American Chicle Co., New York, 
is presenting a twice-weekly, five- 
minute series of Will Rogers 
broadcasts over ABC. Heard Tues- 
days and Thursdays at 5:55 p.ra., 
EST, the program is composed of 
the best of Rogers’ radio com- 
mentary. Time for Dentyne and 
Chiclets was bought through Sulli- 
van, Stauffer, Colwell & Bayles, 
New York. 
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The 2 Big Markets 


IN THE BIG AUTOMOTIVE PICTURE 


ARE REACHED 


(pape 


oe 


The cor dealer does 57% of ff 
all major repairs, 51% of olf * * 

‘adjustments and tune-ups, 21% 
of all lubrication, His average 
of 6.4 mechonics-per-dealer- 
ship is more than twice the 
average of a non-deoler service 
establishment. AND HIS SERV- 
ICE BUSINESS IS GROWING. 


>. 


MANUFACTURERS © 


The car, pajts, and accessor 
monufacturer markst is always 
tough. With produgtion limited 
in the months to come, compe- 
tition will be fiercer than ever. 
Yet, as always, it's a multi- 
billion dollar industry. 


NOW, MORE THAN EVER, THE DE- 
CISION MEN OF THESE 2 MARKETS 
DEPEND UPON AUTOMOTIVE NEWS 
FOR THE NEWS OF THE INDUSTRY 


Now, more than ever, they make their 
buying decisions from the pages of AUTO- 
MOTIVE NEWS, for which they pay $8 a 
year. The renewal rate for subscriptions is 
86.6%. Both figures are tops for the industry. 


PENOBSCOT BUILDING 
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DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edwerd Kruspok, Advertising Meneger, 5! £. 42nd St.. Murrey Hill 7-4871 


Chicege — J. Goldstein, Western M 


. 160 N. Michigen Ave., State 2-6273 


Les Angeles —&. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 26466 Penobscot Bidg.. Weodwerd 31-0495 
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—a mass market 
with class incomes! 
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The Elks Magazine is read and owned by one of Ameri- 
cas most selective male mass markets—over | 000,000 
mature men with family incomes twice the national 
median. Elks in 1580 trading areas that blanket the 
country are local leaders who have reached the age of 
discrimination, with pocketbooks to match. They can 


afford to buy more ... more often. 


THE 


PAAGAZINE 
New York - Chicago - Los Angeles + Detroit - Seattle 


AN EDUCATIONAL PROGRAM 
that CAPTURED 
the MARKET 


Created and produced for Alexander Smith Inc. 
ond C. H. Masland & Sons Carpet Co. by John T. Groff Company. Inc. 


When requests from selected areas for educational 
material jump from 100,000 to 200,000 to 300,000—you 
know you have something! 

Through these lessons in Interior Decoration and Room 
Planning cutouts, Senior High School and College students 
and Adult Home Demonstration Groups from Maine to 
California learn about Alexander Smith and C. H. Masland 
Carpets & Rugs. . . with outstanding sales results. 

Does your educational material do as well for you? 

If you want to reach the Educational Market profitably, 
place the creation, preparation, and distribution of your 
material in the hands of specialists who know the Educa- 
tional Field. The development of practical educational pro- 
grams that instruct, make sales now, and build solidly for 
the future, has been our business for the past 18 years. 

We would like to discuss our services with you. 


JOHN T. GRAFF COMPANY, INC. 
501 Fifth Avenue New York 17, New York 


A Complete Service Organization Specializing in 
the Educational Market 


Midwest NNPA Meet 
Set for Nov. 19-20 


Cuicaco, Nov. 6—The National 
Newspaper Promotion Assn.’s mid- 
west regional meeting here at the 
Edgewater Beach Hotel Nov. 19 
and 20 will have as its general 
theme, “Newspaper Promotion in 
1952." Fourteen speakers will par- 
ticipate in informal discussions on 
all phases of newspaper promo- 
tion. 

Editorial promotion will be fea- 
tured Monday morning, with A 
M. Kennedy, Sunday editor of the 
Chicago Tribune; Arthur E. Hall, 
circulation director, Chicago Daily 
News, and George Brandenburg 
of Editor & Publisher. Otto Silha, 
promotion manager of the Minn- 
eapolis Star and Tribune and 
NNPA's central region president, 
will head the discussion. 

Circulation promotion will be 
discussed Monday by Arthur Dan- 
iel, circulation director, Atlanta 
Journal and Constitution, and Russ 
Stewart, general manager of the 
Chicago Sun-Times, will address 
the annual banquet. 


® Fairfax Cone, president of Foote, 
Cone & Belding and Advertising 
Council chairman, will be the 
luncheon speaker on Tuesday; the 
whole day will be devoted to ad- 
vertising promotion and research. 

On Tuesday’s docket are Dr. 
Burleigh Gardner, executive di- 
rector of Social Research Inc.; Ar- 
thur Hall, national ad manager of 
the Milwaukee Journal; Lee Hen- 
rich, advertising consultant (for- 
merly of Hart Schaffner & Marx); 
Pierre Martineau, Chicago Trib- 
une, and Dr. Charles Allen, Medill 
School of Journalism, Northwest- 
ern University. 


Biespiel Gets 2 Accounts 
and Resigns Arnolt Corp. 

Lee S. Biespiel Advertising, Chi- 
cago, has acquired the accounts of 
Vogue Flower Co., Chicago, manu- 
facturer of artificial wood pulp 
flowers (trade and general media 
will be used as well as direct mail), 
and Keystone Laundry Machinery 
Co.. Chicago, manufacturer of 
laundry and dry cleaning plant 
equipment (trade paper and direct 
mail will be used). Previously, 
both acccounts handled their own 
advertising 

At the same time the agency has 
announced its resignation from the 
account of Arnolt Corp., Warsaw, 
Ind., and its affiliates, Arnolt mo- 
tor division, Atlas Steel & Tube. 
S. H. Arnolt Inc., and Autoacces- 
sories Ltd., to become effective 
Dec. 31, or as soon as the compan, 
selects a new agency 


Dorsol Appointed Sales Rep 

Dick Dorsol, formerly executive 
v.p. of United Television Produc- 
tions, has been appointed exclusive 
sales representative by author Erle 
Stanley Gardner for the forthcom- 
ing Perry Mason TV film series, 
with offices in Hollywood. Bing 
Crosby Enterprises, Los Angeles, 
will produce the series. A sales 
and exploitation campaign for the 
Perry Mason character is now be- 
ing planned. 


Dione Names Tilds & Cantz 


Dione Associates, manufacturer 
of medicated foot preparations, has 
appointed Tilds & Cantz, Holly- 
wood, to direct the national pro- 
motion of its Dancing Feet foot 
cream. The product is being intro- 
duced through department stores 
in Boston, New York, Detroit, 
Seattle, Denver, San Francisco and 
Los Angeles. The agency is now 
scheduling local newspapers and 
television time. 


TV Spots Incorporates 

TV Spots Inc., Hollywood, film 
commercial producer, has been in- 
corporated with the following of- 
ficers: Robert Wickersham, presi- 
dent; A. Albert Spar, secretary; 
Dorothy Johnson, treasurer. The 
board consists of officers and 
James R. Westengard and Errol 
array. 
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Getting Personal 


From now on, thanks to Chester Ober of Iron Age, the Eastern 
TF Club will have a songfest at its monthly meetings. Chet organized 
a barbershop quartet consisting of Charles Endicott, Ahrens Pub- 
lishing Co.; Bert Arnold, Motor Age; Jerry Carrick, Combustion, 
and Bob Cypher of Civil Engineering. The gentlemen sing second 
tenor, bass, lead and top tenor, in the same order. . 

Einar Peterson, account executive in WOR-TV sales, has new 
twin sons to keep his firstborn company...Angler John Surrick, 
v.p. and general manager of WFBR, Baltimore, has been elected 
prexy of the Chesapeake Bay Fishing Fair Assn., a step up from 
the vice-presidency he has been holding. . . 

Ruthrauff & Ryan v.p. Quincy Ryan is an avid Yale football fan. 
Perched on top of his TV set is a figure with a big Y on it. So rabid 
a fan is he, that a crisis developed in his home during the recent 
Princeton-Cornell debacle which Princeton won, 53-15. Mindful of 
the upcoming Princeton-Yale game, in the middle of the Cornell af- 
fair, Quincy’s wife casually walked over to the set and turned the 
Yale figurine around. 

Paul Ritts, executive producer-director at WCAU-TV, Phila- 
delphia outlet, has co-authored a book with Richard Strome. With 
a catchy title, “The TV Jeebies,” the volume details some of the 
trials and tribulations in the medium.. . 
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TURN-ABOUT— Usually, Betty Ruemmler, who prepares the food for Pet milk color 

photos and TV at Gardner Advertising Co, St. Louis, is the one who hands out con 

coctions to be tested by the artists and copywriters who work on the account. So 

on her birthday, the appreciative members of the creative staff presented this giant 
birthday cake with appropriate sentiments 


Fellow workers in the San Francisco office of J. Walter Thompson 
Co. gave a luncheon not long ago in honor of Lowell Mainland, ac- 
count supervisor, who’s celebrating his 25th anniversary with the 
agency ... Eugene T. Bonk, former ad and sales promotion manager 
of Humphryes Mfg. Co., Mansfield, O., and now overseas, has been 
promoted to captain in the Air Force. He’s public information offi- 
cer of the 433rd Troop Carrier Wing 

Warren Brunke, traffic manager of Needham, Louis & Brorby, 
Chicago, put over a deal that has his co-workers a bit envious. It's 
the custom for the agency to buy lunch or dinner whenever a staff 
man has an anniversary; usually his boss takes him out. Mr. 
Brunke’s fourth anniversary, however, was spent at lunch with 
two of NL&B’s prettiest girls. . Incidentally, NL&B’s Bill Collins 
of the public relations staff has wearied of the problem of what 
kind of stuffed olives to serve his guests; he’s begun using his own 
concoction—olives stuffed with olire 

When the New York Sales Executives Club saluted the frozen 
food industry, Douglas Leigh, of Flamingo fame. wasn't around for 
his share because an appendicitis attack canceled his scheduled ap- 
pearance. He's now well on the road to recovery 

Francis F. Gregory, merchandising coordinator of the A. O. Smith 
Corp., Milwaukee, is wearing a big grin these days. The biggest 
fund raising drive ever held in Milwaukee County ended trium- 
phantly with $3,502,012 subscribed to the Community Chest. Gregory 
was chairman of the over-the-top drive 

Walter E. Soderstrom. executive v.p. of the National Assn. of 
Photo-Lithographers, was recently appointed acting grand marshal 
of Free and Accepted Masons of the State of New York. Following 
the appointment, he flew to England to witness the installation of 
the Earl of Scarborough as grand master of the United Grand Lodge 
of England. He’s now touring Europe studying printing and litho- 
graphy methods and will return to the U. S. on Dec. 13 

Admen are going to have a new vacation spot with the organiza- 
tion of The Golden West Club, which is taking over a m yuNtain-top 
hotel in Nogales, Ariz., on the Mexican border. Temporary president 
is John C. Mullins, president of Station KPHO, Phoenix 

Burr L. Robbins, president of General Outdoor Advertising Co. 
Chicago, has been elected a director of Kropp Forge Co...And 
newly elected to the board of Eureka Williams Corp., Bloomington, 
Ill., is Denis L. Regan, national ad manager of Collier's 

The arrival of a second daughter on Oct. 29 provided cigars for 
friends of Lawrence R. Dinerman, of the TV production staff at 
Dinerman & Co., Cincinnati agency...Mr. and Mrs. Ralph Klein 
(he’s program director at WICC, Bridgeport, Conn.) announced 
“one new affiliate, Paul Stewart Klein, who signed on at Mt. Sinai 
Hospital Oct. 14 with a power output of seven pounds.” 

A third grandchild and first granddaughter is the pride of Walter 
B. Schade Sr., publisher of the Shopping News, Portland, Ore. The 
baby, Ann, is the daughter of Walter B. Jr. (Brad). who is associ- 
ated with his father... 


* 28 i 
% ‘ ee 
# aaa al ee a ee a , 
| or : J | 7 | 9 ' a 
er oe i, | it 
| if f ey he — —3» — SS 

: ‘ A By Sy 

3 \ f 7 ‘1 B 

Ly , Nt if | 

7/ } a 

7 i 

. a if 

Ps ' dit: 

| | eo 

ee 

s , ar : m poe : * 

: a . 4 > d is Bae s 4 

2 Ow ce ¥ 3 

r " | es Ri : ; 

e ie oe ' m Se . 
. = sy WATS oon) 
ae or 74 

- » ° HZ). : miler ; 

= ; ( ' “y) e . GOP jookln 

be s .) $44 \ od ’ 

vi TY. © 3 ; . 
mm ; ; 
a ia “. heen ae ee ~ 
Ee ee a NN Te RS oF , 

2 "i 7 “f 5 : ———— * 4 
q | FZ Fe 25 

= a -—v 1 \'s ; 

Aaa “Tt &¢ Gl. A ‘ t 
ee ; : 

~ a ~~ ea ee 
7 4 ” r — z : 

; : =r, ‘— o¢ oi . 
~§ ‘ a ™~ ae 

2 =. ee 
Fy j a : = —S= j es ‘bee ‘ 

: “4 ‘ . ™ == ia aul e { 
a os * ele ie 
ae eo “~~ 2,» ee ‘ 

rm + — “ ~~ Pas ~ by A j 

: ines i 

~ a ae a r 
g Ky a “a P 
: ae 1 & 
ser “ey ‘ ; 

é , § 

— 

: fs 

io , 
} - 

: gz. 

“a Po i 

“J i 


Tests Prove Nighttime 
Visibility Better With 
“Scotchlite” Sheeting 


Drivers Can Recognize 
Reflectorized Surfaces 
At Greater Distances 


Ciicaco, ILL.— Motorists are able to 
see and recognize reflectorized signs and 
vehicles long before non-reflective sur- 
faces become visible, according to a “SCOTCHLITE” Reflective Sheet- 
report released here today. ing is a product of The Minnesota 

The study covered driver reactions to Mining & Mfg. Company and is used in 
all types of surfaces under actual night- all 48 states for traffic warning signs 
time driving conditions. | and for outdoor advertising 


IN THE EVENT OF AN 
ENEMY ATTACK ON NEW YORK CITY 


THIS HIGHWAY 
WILL BE CLOSED 


TO ALL TRAFFIC EXCEPT 


CIVIL DEFENSE é MILITARY VEHICLES 


BY ORDER 
NEW YORK STATE CiViL DEFENSE COMM. 


Directed by the industrial research 
institute of a large Midwestern college, 
the tests showed that reflectorized sur- 
faces were visible under all conditions 
of opposing headlights. More than 500 
individual tests were conducted under 
all types of driving conditions. 


READY FOR ANY ATTACK? If your state has critical industries, thoroughfares, your 
Civil Defense officials will be interested in this sign. Alert eastern defense units selected 
“SCOTCHLITE” Reflective Sheeting for these installations —recognizing that dependable day- 
and-night visibility is of prime importance, that electrical illumination might fail under attack 
conditions. 


— “HOTEL 


connoDoRE 


GARAGE IM CONNECTION 


en ene mreeee mam oo 


i OUT OF CONGESTED DIST. 


| THIS HOTEL SIGN sells accommodations after 
dusk when lote-driving motorists are looking 
for a place to spend the night. Ordinary signs 
can't be seen during these hours when they ore 
needed most; 


Add beauty to the finest illustration 
with “Scotchlite” Reflective Sheeting 


BANKS find attention-getting value in reflec- 


SIGNS LIKE THIS ONE—called by many, “the 
most beautiful in Boston” — get more interest when 
made with “SCOTCHLITE” Sheeting . . . the 
miracle reflectorizing that keeps the message before 
the public 24-hours-a-day. 

Here’s what Charles R. Gow, Jr., prominent 
Massachusetts chain restaurant operator has to 
say about his beautiful sign pictured above . . . 

“Many new customers come to my restaurant 


because of this sensational work .. . after two years, 
it looks like new—and continues to bring enthusi- 
astic comments from both old and new customers.” 

Ask your local sign shop to explain how easy and 
inexpensive it is to produce beautiful, full-color 
signs like this. You'll be pleased when you learn 
how your outdoor advertising messages can become 
“SIGNS OF SUCCESS” . . . when made with 
“SCOTCHLITE” Sheeting. 


torized signs. “SCOTCHLITE” Sheeting gives 
this overhanging sign around-the-clock visibility. 


TYPE Non-iliuminated Illuminated Pan ey 

| Cost Per Month $10 $20 $13 
t — 
= 12 hours stem 24 heen | 
| aw (6AM—6 P.M) (6 AM—Midnight) (6AM—6 AM) 
| Ex d Circulation 
| P per Month 137,500 196,500 213,500 

Cost Per M 7¢ log 6 

f “THE SIGN OF SUCCESS” gives you the largest number of lookers THE SUCCESSFUL MEDIUM used by successful AN OUTSTANDING SIGN produced through 


simple, effective handling of company name 
and product. Any trademark, logotype or slo- 
gan takes on new selling power when made 
with “SCOTCHLITE” Sheeting 


advertisers—all over the country, in all kinds 
of businesses. Write to Dept. AA111,.3M Co., St. 
Paul 6, Minn. for name of your nearest supplier. 


f over the longest period of time—at the lowest cost per looker! Com- 
P pare costs, compare results and you'll see why signs made with 
g “SCOTCHLITE” Sheeting are truly “SIGNS OF SUCCESS”. 


Made in U.S. A. by MINNESOTA MINING & MFG. CO., St. Paul 6, Minn., also makers of “Scotch” Brand Pressure-sensitive Tapes, 
“Scotch” Sound meg | Tere. ae te en See oe tn Anes eneiip Pustoes . “3M el , a. 
; General Export: Minn. Mining ig. Co., International Division, 270 Par venue, New York 17, N. Y. In Canada innesota iming > » >» mane 

) & Mig. of Canada, Ltd., London, Canada Turn the page . for more news about 


“SCOTCHLITE” Reflective Sheeting. 
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Outdoor Advertisers Use 
“Scotchlite” Sheeting to Create 
Full-Color “Signs of Success” 


New Production Method 
Makes Multi-Color Signs 
Faster, At Less Cost 


Sr. Paut, Minn.—Vivid, transpar- 
ent colors can now be applied directly to 
“SCOTCHLITE” Reflective Sheeting 
to give outdoor advertisers full-color 
reflectorized signs at lower cost than 
ever before 

These colors are easily silk-screened, 
sprayed or brushed right on the reflec- 
tive material. A wide range of brilliant 


| colors is now available. Any subject or 
trademark is easy to reproduce in its 
| true colors. 

Advertisers are now reproducing all 
| ty of copy and emblems in natural 
| colors that gleam brilliantly at night 
when touched by headlight beams. 
Using no electric power or any kind of 
mechanism, these signs require no costly 
upkeep or maintenance. 

Many prominent national advertisers 
now specify this powerful new medium 
to assure readership of their outdoor 
signs by the complete day and night 
highway audience. 


| 
| 


“THE BEER THAT MADE MILWAUKEE 
FAMOUS" is pictured in full color “SCOTCH- 
LITE” Sheeting. Signs like these are economical 
—easy to produce. 


SAME SIGN AT NIGHT gets “center-of-the- 
stage” attention as headlight beams touch off 
on appealing display of color that can be seen 
for half a mile. 


°0 @! aa 
bert 


INCREASED SAFETY is an important by-prod- 
uét of the truck-side advertising program 
c@rried out by this great firm. Reflectorized 
emblems protect trucks from rear end collisions, 
Pfomote good public relations. 


CLUB EMBLEMS, PREMIUMS, novelties hove 
greater advertising value, are much more apt 
to be put in actua! use on vehicles, when mode 
with the reflectorized material thot “shines at 
night.” 


Your outdoor advertising carries greater prestige, 
sells harder, when you choose the brilliant reflec- 
torized “SIGN OF SUCCESS”. You'll deliver your 
advertising message with greater selling IMPACT 
all around the clock—because “SCOTCHLITE” 
Reflective Sheeting doesn’t stop selling at sunset. 
It leaps into full color brilliance when touched by 
headlight beams . . . puts on a command perform- 
ance for every passing car! No other outdoor sign 
can match this 24-hour, all-weather performance! 


STOP SIGNS and other traffic warnings are 
many times more effective when made with 


Illustration shows how “SCOTCHLITE” Reflective Sheeting can be 


“THE SIGN OF SUCCESS” gets a “best-buy” 
rating from advertisers, too. /t delivers the largest 
number of viewers over the longest period of time— 
at the lowest cost per viewer! 

You can add nighttime effectiveness to your out- 
door advertising, place-of-purchase signs, truck and 
bus markings with brilliant, colorful “SCOTCH- 
LITE” Sheeting. Ask your local sign plant for com- 
plete information—or write today to Dept. AAII1. 
Minnesota Mining & Mfg. Co., St. Paul 6, Minn. 


used to give maximum nighttime brilliance. 


' 
| Greater Prestige, Taste Appeal, 
with Signs of “Scotchlite” Sheeting 


“SCOTCHLITE” Reflective Sheeting. Visible for 
thousands of feet, they give motorists extra 
protection. 


For more news about “SCOTCHLITE”™ 
Reflectwe Sheeting see preceding page. 


NATIONALLY KNOWN TRADEMARKS are faithfully reproduced 
in their natural colors. At night, these famous names reflect the 
same shape, same color as during daylight hours. 


NEW SMOOTH-SURFACED reflective sheeting 
looks and feels like baked enamel. Easy to clean, 
it retains its fresh sparkling appearance for years. 


Made in U.S. A. by MINNESOTA MINING & MFG. CO., St. Paul 6, Minn., also makers of “Scotch” Brand Pressure-sensitive T “Scotch” S 
Recording Tape, “Underseal” Rubberized Coating, “‘Safety-Walk” Non-slip Surfacing, ““3M"" Abrasives, “3M” Adhesives Genacal Eapert: Mien Minima 


Mfg. Co., International Division, 270 Park Avenue, New York 17, N 


y. In Canada: Minnesota 


Mining & Mfg. of Canada, Ltd.. London Canada 
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‘New York Post's’ | 
Sesquicentennial | 
Issue Out Nov. 12 


New York, Nov. 7—On Monday, | 
Nov. 12, the New York Post will| 
publish a special sesquicentennial 
issue celebrating its 150th anni- 
versary as “the oldest American | 
newspaper having a direct line of 
daily publication.” 

Although the Post will be un-! 
able to go over its normal] full run! 
of 96 pages, the issue will include | 
articles by distinguished people | 
writing on a wide variety of topics | 

Among them are: President} 
Truman, defense mobilizer Charles | 
E. Wilson, historian Henry Steele | 
Commager, radio-TV pioneer} 
David Sarnoff, philosopher Irwin 
Edman, news analyst Elmer Davis | 
labor leader Walter Reuther, pro- | 
d cer Samuel Goldwyn and clergy- | 
man Reinhold Niebuhr. 


8 A four-page reproduction of the | 
third issue of the New York Eve-| 
ning Post, dated Nov. 18, 1801, will | 
also be included. There exists no| 
copy of the first issue sufficiently 
preserved for adequate reproduc- 
tion. 

The Post’s circulation in 1801, 
when the city had a bustling popu- | 
lation of 79,216, was 600. Latest 
Audit Bureau of Circulations state- 
ment gives the paper 391,612 read- | 
ers. | 

Founded by Alexander Hamilton 
to strengthen the defeated Feder- 
alist party, the paper has had a! 
long line of distinguished editors. | 
Among the more famous are Wil- 
liam Cullen Bryant, Carl Schurz 
Horace White, E. L. Godkin and 
Oswald Garrison Villard. 

The Post is now published bv 
Mrs. Dorothy Schiff, who acquired 
control in June 1939, and it is 
edited by James Wechsler. 


CELEBRATES 125TH YEAR 

Macon, Ga., Nov. 6—The Macon 
Telegraph celebrated its 125th an- 
niversary Nov. 1. The Macon daily 
now is the oldest local business 
and the 37th oldest newspaper in 
the entire U. S. It was established 
Nov. 1, 1826, by Dr. Myron Bartlet. 

In observance of the occasion 
the Telegraph will publish a spe- 
cial 125th anniversary issue on} 
Sunday, Nov. 11. The issue will 
be included with the regular news 
edition of the Sunday Telegraph & 
News. A full-page reproduction of 
the first issue of the Telegraph 
and a reprint of the first page of 
the issue Nov. 1, 1851, a century 
ago, will be included in the anni- 
versary issue. 


Flexigrip Appoints Dixon 


Flexigrip Canada Ltd., Toronto, 
newly formed company marketing 
Flexigrip extruded plastic fasten- 
ers, has appointed P. F. Dixon, 
formerly associated with A. J. 
Freiman Ltd., Ottawa department 
store, head of organization and 
sales promotion from coast to coast 
in Canada. 


Nesco Appoints Andrews 

Mrs. Selma Madrin Andrews, 
formerly manager of Hotpoint 
Institute, home economics depart- 
ment of Hotpoint Inc., Chicago, 
manufacturer of electrical home 
ippliances, has been appointed di- 
rector of consumer services for 
Nesco Inc., Chicago, housewares 
manufacturer. 


Wall-Streeter Shoe to Korn 
Wall-Streeter Shoe Co., North 
Adams, Mass., manufacturer of 
men's shoes, has appointed Louis 
Robert Korn & Co., Boston, to 
drect its advertising. H. B. 
Humphrey, Alley & Richards, Bos- 
ton, had the account previously. 


KF2C Appoints Dick Gravett 


KIC, San Francisco, has ap- 
pointed Dick Gravett to its sales 
steff. Mr. Gravett formerly was 
ruth KJBS, San Francisco. 


automatic 


EYE CATCHER—Bendix Home Appliances 
has adopted this 15x23” Plexiglas point 
of sale sign which is lighted by a fluores- 
cent lamp. Neon Products is the maker. 


Gilbert Paper Issues Book 


Gilbert Paper Co., Menasha, 
Wis., has issued a new brochure 
entitled “Lithographed Letter- 
heads of the Year,”’ which presents 
practicable design ideas for litho- 


are 
through 


graphed letterheads. Copies 
available without cost 
Gilbert paper merchants. 


Brown Joins Westinghouse 

James L. Brown, formerly elec- 
tronic tube and apparatus sales 
executive and engineer for Gen- 
eral Electric Co., Schenectady, has 
been appointed sales manager of 
receiving tubes and cathode ray 
tubes for Westinghouse Electric 
Corp., Bloomfield, N. J. 


Begins Newspaper Campaign 

Marvin & Sons, Portland, Ore., 
has begun a newspaper advertising 
campaign for Gold Treasure Kla- 
math potatoes. Richard Gifford, of 
the national advertising staff, 
Portland Journal, is the copy- 
writer, and John Waddingham, 
Journal artist, is preparing the art- 
| work. 


The Beatrice Food Company's plant in Topeka — original home of the 
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LOREN THOMAS, Owner of 
BIG T SUPER MARKET 


Northeast lowa's Largest Volume 

Food Outlet says: 

“ADDED FOOD SALES IN MY STORE ARE A DIRECT 
RESULT OF NATIONAL ADVERTISING PLACED IN THE 
COURIER. MY LOCAL COPY FEATURES ITEMS WHICH 
ARE BEING EMPHASIZED IN OUR HOME TOWN PAPER.” 
w loo and the adj t big, rich 16-county trode 
Grea ore easy to reach, easy to sell—when you place 
your advertising in THE COURIER. Contact us today. 


S 
LOREN THOMAS Waterloo Dailn Courier 


WATtR.OO 'Owa 


Peeeeseesesoeooos® 


famous Meadow Gold brand of butter 


When people think of Kansas, they usually think of wheat— 
and it’s true that Kansas is the greatest wheat state in the 
country. But that isn’t all. 


diversified. 


For instance, take a look at the $58 million Kansas dairy 


Kansas agriculture is 


highly 


Kansas has 634,000 dairy cattle such as these on a 
Shawnee county farm 


industry. Here is just one of many reasons why Kansas 
prosperity continues at record highs. 


And the easiest and surest way to reach these prosperous 
farm families with your message is through the farm paper 
they know and trust — Kansas Farmer. Put Kansas Farmer 
on your schedule—and see how much faster you get results, 
at the lowest cost. 


KANSAS PRODUCTION AND VALUE OF 
MANUFACTURED DAIRY PRODUCTS — 1950 


Creamery Butter ibs. 50,613,871 $31,127,533 

Cheeses, American & 

Cheddar 9,965,040 3,166,786 

Cheese, Cottage 11,609,027 1,291,631 

ice Cream, Sherbets, etc. gal 7,473,794 10,948,630 

Milk, Evaporated & 

Condensed ibs. 113,822,793 9,772,207 

Dried Milk Products 12,511,089 1,463,548 
TOTAL $57,770,335 


THE BUSINESS PAPER OF KANSAS FARMERS 
Editorial and Business Offices « Topeka, Kansas 
Published by Capper Publications 
Largest Agricultural Press in the World 
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WVOM Appoints Ken Strong 
WVOM, Boston, has appointed 

Ken Strong, formerly with WCRB, 

commercial man- 


Waltham, Mass.. 
ager 


COLOR PRINTS 


From your artwork or transparencies 
* Rabbit Color Prints 
* Reinbow Prints, REDEX 
* Peacock Color Prints 
Thomas 8. Noble Associates 
270 Park Avenue, New York 17 
Telephone MU 8-009! 


Department Store Sales... 


U.S. Average Rises 4% for Oct. 27 


WASHINGTON, Nov. 6—Depart- 
ment store dollar volume for the 
week ended Oct. 27 was 4% above 
the mark registered for the same 
week a year ago, the Federal Re- 
serve Board reports. Fair to large 
gains were recorded in the South- 
west and on the West Coast, but 


these were partially offset by loss- 
es in some of the larger cities, in- 
cluding Boston, Philadelphia, De- 
troit, Atlanta and Miami. 

Largest district gains were re- 
corded in the Dallas area (up 
17%); the Kansas City and San 
Francisco districts (up 10% each), 
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and the Richmond and St. Louis 
districts (both up 9%). The Fed- 
eral Reserve Board reports the 
Boston district suffered a 6% loss 
for the period, and the Philadel- 
phia and Atlanta districts showed 
no change from a year ago. 

Among the cities reporting gains, 
Spokane led with an increase of 
48%. Augusta was up 34%; Bir- 
mingham rose 32%, and Wichita 
and Houston both recorded 
healthy increases of 25% and 20%, 
respectively. 


yes sir- 
that’s our baby! 


@ 


‘4 
y 
4 

ng 


Just turned one year — and already he's 
a dominant figure in the collective living 
room of the Nashville market. And how 


that baby can sell! 


15¢ proof purchase! 


During one five month period, and with one 
afternoon program a week, WSM-TV pulled 
58,238 pieces of mail, each accompanied by a 


With a single announcement WSM-TV sold 
2400 hand puppets which retailed for a dollar 
each! 


After an exhaustive checking counter test, 


WSM.-TV sold groceries so well that a local 
grocery chain considers it a permanent factor 
in its day-by-day advertising program! 


one year in the life of a salesman... 


Once you know the background behind 
WSM-TV, and the market it dominates, this 
phenomenal sales ability is easy to understand: 


WSM.-TV is the only television station in the 
prosperous Middle Tennessee market. 


WSM-TV brings network television to this 
market with its own microwave relay system 
to Louisville, Kentucky. 


WSM-TV draws freely upon the famed pro- 
duction know-how and the star-studded, 250 
strong talent roster of WSM. 
Small.wonder this remarkable baby set a new 
) TV set saturation record the first three months 
of operation, is setting new sales records every 
day of its short life. Irving Waugh or any Petry 
Man can fill in the details for you. 


Nashville WSM-TV 


Channel 4 


DEPARTMENT STORE 
* SALES INDEX 


1935.39 EQUALS 100 


Week to Oct. 27, '51*..p327 
Week to Oct. 28, '50*....313 
Week to Oct. 29, '49*....298 
Week to Oct. 30, 48*....319 
Month of Sept., °51....p312 
Month of Sept., '50....r319 


pPreliminary 
| *Not adjusted seasonally 


rRevised. 


Cities registering losses included 
Miami, down 35% ; Providence and 
Boston, both off 15%; St. Joseph. 
off 9%, and Oklahoma City and 
Atlanta, minus 8%. Business in 
Detroit, which was down 6%, has 
been unfavorably affected by con- 
version from civilian to defense 
production which is creating tem- 
porary unemployment. 

The U. S. Department of Com- 
merce’s office of business econom- 
ics reports chain store and mail or- 
der sales in September hit an esti- 
mated $2.8 billion, approximately 
1% above sales for last year. 


% Change from ‘0 
Week Ended 


Federal Reserve Oct. Oct. Oct. 
District and City 13 20 27 
UNITED STATES 5 1 4 
Boston District 6 6 -—é 
New Haven 7 1 -3 
Boston 5 1 —15 
Lowell-Lawrence 5 —4 -4 
Springfield 6 9 —4 
Providence —2 18 —15 
New York District 0 ra 1 
Newark —1 o —-2 
Buffalo 4 y 1) 
New York —1 r2 0 
Rochester 0 23 “ 
Syracuse 13 13 2 
Philadelphia District 4 3 v 
Philadelphia 0 o —2 
Cleveland District x 9 4 
Akron 6 18 5 
Cincinnati 10 6 10 
Cleveland 8 12 3 
Columbus 13 13 6 
Toledo 0 5 —1 
Erie 8 10 4 
Pittsburgh 6 2 —1 
Richmond District 6 iS 9 
Washington 15 8 6 
Baltimore —2 31 15 
Atlanta District rik = r20 “ 


Birmingham 9 12 2 
Jacksonville 


Miami 10 22 —35 
Atlanta “4 ro —# 
Augusta 49 32 36 
New Orleans 12 17 12 
Nashville 15 r2i 6 
Chicago District 2 12 4 
Chicago 5 17 5 
Indianapolis 18 29 7 
Detroit -5 —2 —6 
Milwaukee 2 12 13 
St. Louis District 6 «Ft ” 
Little Rock 4 21 13 
Louisville 1 15 6 
St. Louis Area 21 21 10 
Memphis R 17 0 
Minneapolis District 4 4 1 
Minneapolis -3 5 2 
St. Paul 4 4 —2 
Duluth-Superior 4 5 9 
Kansas City District 9 ree 10 
Denver 6 19 13 
Wichita 24 27 25 
Kansas City 13 27 15 
St. Joseph 2 4 6-9 
Oklahoma City 5 122-8 
Tulsa 12 -# 10 
Dallas District 9 ris nu 
Dallas 3 11 15 
El Paso 11 9 11 
Fort Worth 5 16 16 
Houston 8 22 20 
San Antonio l4 ll 17 
San Francisco District : rm 10 
Los Angeles Area 6 bh 7 
Oakland 6 8 a 
San Diego & 6 13 
San Francisco 2 8 11 
Portland —7 2 5 
Salt Lake City 155 —4 16 
Seattle 4 4 17 
Spokane 3 4 48 
rRevised 


*Data not available. 


Chas. Pfizer & Co. to MJ&A 

MacManus, John & Adams, New 
York, has been named to handle 
the advertising of the chemical 
division of Chas. Pfizer & Co., 
Brooklyn, N. Y., chemical manu- 
facturer. Schedules are being for- 
mulated 


Hebert Joins CDNA Sales 

Fred G. Hebert, formerly ac- 
count executive of McConnell, 
Eastman & Co., Toronto, has joined 
the sales staff of the Canadian 
Daily Newspapers Assn., Toronto 


Counsel Books to O'Connell 

Counsel Books Co., book pub- 
lisher, has appointed the R. T 
O'Connell Co., New York, as its 
agency 


Pierce Joins L. C. Cole 

Everett Pierce has joined the 
copy department of L. C. Cole Co.. 
San Francisco 
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Westinghouse Sets 
Cincinnati Drive 
for New Odor Lamp 


BLoomrigtp, N. J., Nov. 6— 
Westinghouse Electric Corp.’s lamp 
division will break a special two- 
week promotion in the Cincinnati 
area Nov. 8 for its Odorout ozone 
lamp which is said to destroy ob- 
Jectionable odors electronically. 

Launching the drive will be full- 
page ads in Cincinnati papers, ac- 
companied by radio and TV spots. 
In addition, five programs will 
carry a series of commercials dur- 
ing the two-week period, includ- 
ing Westinghouse’s “Studio One.” 
Point of sale displays also will be 
used 

The merchandising and sales ef- 
fort is being conducted by West- 
inghouse in support of eight man- 
ufacturers of Odorout wall fix- 
tures and their 13 Cincinnati dis- 
tributors. Six department stores, 
32 stores of a drug chain and ap- 
proximately 150 retai! outlets in 
the area will participate in the 
promotion 


Freihofer Pushes Bread 


William Freihofer Baking Co., 
Allentown, Pa., has launched a 
promotion for its new white bread, 
“Sonny Boy,” breaking the cam- 
paign with a half-page insertion 
in the Oct. 23 Philadelphia Eve- 
ing Bulletin and simultaneous 
extensive outdoor coverage. Simi- 
lar newspaper ads are planned for 
Allentown, Reading, Trenton, Wil- 
mington and Atlantic City. Also 
scheduled are transit flash cards, 
TV spots and space in the Camden 
Courier-Post and Chester Times, 
as well as point of sale material 
Tri-State Advertising, Philadel- 
phia, is directing the promotion. 


Ad Managers Elect 

The New York State Advertising 
Managers Bureau has elected Ben- 
jamin P. Sprague, advertising 
manager of the Port Chester Item, 
president. Other officers elected 
are: Henry Stock, Albany Knicker- 
bocker-News, v.p., and Elmer J 
Pierce, Utica Observer Dispatch 
and Utica Daily Press, secretary- 
treasurer 


INC Sets Up Cost Study 


The Institute of Newspaper Con- 
trollers has set up a committee to 
study newspaper cost techniques 
Peter King, secretary and assistant 
treasurer of the Milwaukee Jour- 
nal, has been appointed chairman 
of the project committee. 


"I need the news in 
Advertising Age while 
it is fresh - can't 
wait for the office- 
routed copy. Please 


enter my order." 
PLEASE PRINT 

NAME _ 

Fim 

STREET 

cry 


TONE STATE 


Mail this coupon today with 
$3 to: Advertising Age, Dept 
N12A, 200 E. Illinois Street. 
Chicago 11, Hlinois 
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It's a farm market, the richest on earth. It’s a mass market, dominated by 


armer 


Cappers 


farmers. You can’t sell Mid-America 
without the farmer—nor the magazine that 
concentrates on him alone. 


hy 


C.pners f 
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hay 


sells MID-AMERICA 


the richest Farm Market on Earth! 
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—) Pathfinder 


* NEWS MAGAZINE 15 CENTS 


Pathfinder’s Bias: We favor the American ideal 
of freedom for individuals. We oppose statism 
and totalitarianism in all fo:ms. We believe we 
can best support freedom by printing facts 
without bias, because we think that all the 
facts are on the side of freedom. 
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~- Salesman 


SUCCESSFUL SALESMEN SELL IDEAS, seek out 
people who are looking for ideas, find a great many 
that other salesmen miss. They invariably are top 
producers, for the people they locate and sell 
usually have greater needs and greater buying 
power. That is the secret of Pathfinder’s success. 


Se i _ ,  t  —aat —a” 


TWICE EACH MONTH, TO A NATIONWIDE 
FAMILY AUDIENCE of thinking people, 
Pathfinder brings news and views on prod- 

ucts and people, business and government. 


WHAT'S SO NEW AND DIFFERENT 
ABOUT THAT? Not so much the idea 
of what we present as where we pre- 

sent it. No other magazine of compar- 
able character majors in Pathfinder’s 
major market. No other segment of 
the population is more important— 
economically or politically. 


LOOKING FOR IDEAS? Ask for 
more information on Pathfinder— 
the magazine which is bought, read 
and talked about by 1,200,000 fam- 
ilies who are looking for ideas. 


Graham Patterson, Publisher 
Washington Square, Phila. 5, Pa. 


a good company 


Absorbine, Jr. 
*Aetna Insurance Group 
American Brands Corp. 
American Express Company 
American Meat Institute 
American Memorial Co. 
American Petroleum Institute 


Arvin Radio-Phonograph 
Association of American Railroads 


Bank of America 

Barbasol Shaving Cream 
Bell Telephone System 
Beltone Hearing Aid Co. 
Ben-Gay 

Bethiehem Stee! Co. 
Bituminous Coal Institute 
Block Drug Company, Inc. 
Bridgeport Fabrics Inc. 
“Burgess Battery Company 


Campbeil Chain Company 
Carrollton Mfg. Co. 

Cat's Paw Rubber Co., Inc. 
*Champion Spark Plug Company 
Chicago, Rock Island & Pacific Railroad 
Chrysler Corporation 

City Club Shoes 

Clark Cleveland 

Coleman Company Space Heaters 
Commodore Hotel 

Criterion Co. 


D-Con Co. 
*Deepfreeze Home Freezer 
C. S. Dent Co. 
Dodge Trucks 
Duofold, Inc. ; 
Duo-Therm Gas & Oi! Heaters 
“Durkee Famous Foods 


"Eaton 2-Speed Truck Axle 
Electric Light and Power Companies 
Esterbrook Pen Co. 
Ethy! Corp. 


*Firestone Tire & Rubber Co. 
Fleischmann’s Yeast 
Foley Mfg. Co. 

*Ford Motor Co. 
French Government Tourist Office 


General Electric Company 
General Foods Corp. 

Otis E. Glidden & Co. 
Greyhound Lines 


P. H. Hanes Knitting Co. 
Harrison Products 

Hartford Fire Insurance Company 
Hotpoint Inc. 


Inspirational Publishing House 
Insurance Company of North America 
International Nickel 


when youre cx Pathfinder 


American Turpentine Farmers Association *Magic Chef Gas Range 


K-R-O Co. 
Krem! Hair Tonic 
Kristee Products Co. 


La Salle Extension University 
Lee Tire & Rubber Co. “ 
“Lucky Strike Cigarettes 


McKesson & Robbins Inc. oe. 
Medico Filter Pipe > 
Mentholatum Co. i : 
G. & C. Merriam Co. , - 
Midwest Radio & Television Corp. 
Miles Laboratories Inc. 

Mothersi!! Remedy Co. 

Murine Co., Inc. 


National Biscuit Co. 
National Board of Fire Underwriters 
National Cotton Council 

“National Paint, Varnish & Lacquer Associ 


*Parke, Davis & Co. 
*Peak Anti-Freeze 
Pease Woodwork Co. 
*Pennzoil Co. 
Phiico Corporation 
Phoenix Chamber of Commerce 
Phoenix Connecticut Group 
*Pittsburgh Paint 
Plastic Wood 
Poll Parrot Shoes - 
*Prestone Anti-Freeze 
Prince Albert Tobacco 
*Prudential Insurance Company of America 


*Ray-O-Vac Flashlights & Batteries 
Red Cedar Shingle Bureau 
Remington Rand Inc. 


Republic Stee! Corp. . 

John C. Roberts Shoes 

Rototiller Inc. cs 
sat 


Savage Arms Corporation 
Sergeant’s Dog Care Products 


L. C. Smith & Corona Typewriters, 
Adding Machines 


Stark Brothers Nurseries 
Sterling Drug Inc. 
*Studebaker Corp. 


3-in-1 Oil 

Telex Inc. 

Texaco Fire Chief Gasoline 
Texaco PT Anti-Freeze 

Texaco Havoline 

Travelers Insurance Companies 


*Union Pacific Railroad 
United States Fire Insurance Company 
*Utica Bodygard Sleepers 


*Western Pacific Railroad 

Wilknit Hosiery Co. 

Williams Oil-O-Matic Oi! Burner 
“Willys-Overland Motors, Inc. 


“Color Advertisers 
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z 7 NO GUESSWORK ABOUT 
~ DISTRIBUTION HERE! 


A big factor in accurate, decisive tests is controlled distri- 
bution. In “Test Town, U.S.A.” control is perfect! Just five 
wholesalers cover the entire food field. One wholesaler 
and five chains cover the drug field. Distribution is easy, 
The South Bend Tribune, 
million people. Write for 
data book e _ d* 


and economical. One ne wepaper, 
saturates this great market of 


free, new market “Test Town, U.S.A.” 


South Pend 
6 Cribune — 


STORY, BROOKS & FINLEY, 


The South Bend, ind. Market: 
7 Counties, !/2 Million People 


INC. © NATIONAL REPRESENTATIVES 


Advertising Age, 


Nevember 12, 


Coupons Have Little Effect on Long-Term 
Sales of Products, Nielsen V.P. Declares 


PHILADELPHIA, Nov. 6—In gen- 
eral, “consumer coupon and com- 
bination-offer promotions don’t 
change the long-term course of 
products,” according to P. J. Stom- 
berg, v.p. of A. C. Nielsen Co. 

Mr. Stomberg produced specific 
case studies to support his state- 
ments, which were made at a 


| meeting of the Philadelphia chap- 


| 


ter of the American Marketing 


| Assn. last week. 


| circumstances, 


| competitive position climbed 


He admitted that, under certain 
such promotional 
efforts may accentuate the rise of 
a product and produce substantial 
competitive gains 

But he pointed such 


out that 


sales gains usually take place only | 


when a product is new or im- 
proved and “if the product is top 
quality at the price.” 

® He whose 
22% 
Having 


cited a new brand 


over the pre-coupon level 


4 : 
er 
a 
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CHECK BMB — CHECK 


E, at WOAI, have had a 50,000 watt 
clear channel voice for a long time. We can 
say, with considerable pride, that WOAT is the 
Southwest's most powerful advertising influence. 
and prove it. Now, that voice hasn't changed 
much in years, but the audience we talk to has 
increased tremendously! Since 1942, radio 
families in WOAI’s influence have increased 
neatly 120% — from 349,000 in '42 to 767,000 

51. WOAIT's rate has increased only 13% 
in the same period. There are about 53,000 TV 
sets in the San Antonio area. If those homes 
never listened to WOAI (and we know they still 
do) WOAI still has more than doubled its 
audience in the last nine years. 


Represented Nationally by 


NBC-TON EDWARD PETRY & COMPANY, INC. 
NEW YORK ¢ CHICAGO © LOS ANGELES © ST. LOUIS 
- DALLAS © SAN FRANCISCO © DETROIT © ATLANTA 


HOOPER — CHECK 
RESULTS — YOU’LL 
FIND WOAI 


IS A 


| in-the-arm 


| they are not familiar.” 


| 


achieved 5% of the market before 
the deal, this brand reached a peak 
of 11.2% during the third bi- 
monthly couponing period and 
finally settled to a 64% share of 
the market. 

In the case of an improved prod- 
uct that had been on the market 
for several years but was not a 
leader in the field, a special pro- 
motion was quite successful. This 
brand was tested in two areas, us- 
ing advertising only in one and 
reinforcing advertising with com- 
bination offers in the second. 

Starting from a 12.8% share of 
the market, the product with the 
combination offer increased to a 
position of 25.4% during the deal 
and finally to 28.6% during the 
post-deal period. The same im- 
proved brand, depending solely up- 
en stepped-up advertising, rose 
from 9.5% in the pre-deal period 
to 12.5% during the second period 
and subsequently to 15.2% 


® Comparison of the two areas in- 
dicates that a 50% better perform- 
ance was attained where the com- 
bination offer had been used to in- 
duce consumer sampling. 

On the other hand, combination 
offers in a declining market don't 
tend to produce satisfactory sales 
results, and are a “temporary shot- 
at best.” according to 
Mr. Stomberg. 

He mentioned a brand which, 
attempting to halt a declining sales 
trend. leveled at 7.9% during the 
leal period and at a_ post-deal 
6.7%, after it had had an original 
8% share of the market prior to 
the combination offer 


® “Don't try to get temporary res- 
pite from premiums if a product 
is On the way down,” Mr. Stom- 
berg warned. He suggested that a 


different merchandising plan be 
empl ved 

From an analysis of many 
studies, Mr. Stomberg also was 
convinced that promotion is use- 
less unless the product is really 
good. “Consumers who have not 
tried the product are naturally 
critical of anything with which 


The voicing 
of their criticism infects some of 
the regular users, who are induced 
to try something else, “and thus we 
get a kind of snowball effect of 
lost customers.” 

Mr. Stomberg advised 
against using combination offers 
on old, well-established items. He 
pointed out that sales gains on 
such products, along with those in 
declining markets, have proved 
generally to be only temporary 


also 


8 He also demonstrated that suc- 
cessive and frequent consumer 
promotions on the same product 
tend to produce smaller and small- 
er sales results 

On the other hand, a new or im- 
proved product tends to enjoy en- 
during sales gains, he said, be- 
cause there is a high percentage of 
new users to deal with and “some 
of them will stick—if the product's 
right and the price is okay.” 

Mr. Stomberg concluded that. 
to select the best types of consumer 
promotions, cost must be carefully 
balanced against the share of con- 
sumer sales obtained 


To Hoag & Provandie 


Diamond Spring Brewery Inc., 
maker of Holihan’s ale and beer, 
has appointed Hoag & Provandie, 
Boston, as agency. Plans calling for 
use of newspapers, radio and out- 
door are under way for a new 
light and dry pilsener beer which 
the company will introduce about 
Dec. 1 


Gottesmann Agency Moves 

Adolf F. Gottesmann Advertis- 
ing, Newark, will move to larger 
quarters in the Industrial Bldg., 
1060 Broad St., on Dec. 1 
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Here's Information You Won't Find in 


Hospital Magazine Circulation Statements 


Publishers’ circulation statements are useful and 
informative, but they don’t tell the advertiser or 
media man all of the important facts he needs to 
have in deciding which hospital magazine can 
deliver the best coverage and readership in this 
rapidly expanding, top rated market. 

For example, while Hospital Management leads 
the field in voluntary paid hospital subscriptions, 
how are you going to find out how many hospitals 
it reaches and how well it penetrates to the key 
departments where so much of the specifying, 
recommending and buying are done? The only 
way the advertiser can get this information is 
from the records of the publisher who is willing to 
“come clean” in presenting the facts to advertisers 
and agencies. 


How About Coverage? 


Hospital Management is the only hospital maga- 
zine which regularly supplies information on mar- 
ket coverage—that is, the number of different 
hospitals reached by its circulation. Twice a year 
we make a hand count of hospitals represented on 
our subscription list, and advise our advertisers 
of the gains in coverage we have been able to 
establish. 

In such a fast growing market, the advertiser 
must have this vital information to know whether 
the media he is using are keeping pace with the 
growth of the field. During the past year over 
500 new hospitals were opened. Over 1,500 have 
been approved for construction with the aid of 
federal funds under the Hill-Burton law. Con- 
struction and modernization expenditures are 
running at the rate of over $700,000,000 a year. 
Many volurtary hospitals afe being built without 
federal aid. Most states are modernizing and ex- 
panding the facilities of their hospitals for mental 
patients. 

This offers great opportunity for a live, dy- 
namic magazine serving all parts of this $3 billion 
market. Hospital Management has reflected its 
growth both in paid hospital circulation—now 
over 8500—and in unit coverage—5,712 as of 
July 1, 1951. Both figures represent an all-time 
high for this 35-year-old magazine, which has 
grown in size and acceptance with the growth of 
its field. 

Get comparable figures on circulation and cov- 
erage from other hospital magazines. If you can’t 
persuade publishers to furnish the data, you have 
no way to measure their coverage of the market. 


How About Penetration? 


Hospital Management is unique in that it has an 
editorial department, edited by experts, corres- 
ponding with each department of the hospital. No 
other magazine provides comparable editorial 
service for each hospital department. 

Repeated readership studies (copies on re- 
quest) and numerous letters from typical hospital 
administrators show that Hospital Management 
is regularly routed to department heads, because 
of the value of the departmental information each 
issue of the magazine contains. This means an 
average of over six readers per subscription copy 
—with readership provided at every level of ad- 
ministrative and buying authority. 

You can’t sell successfully in the hospital field 
unless you have acceptance both by administra- 
tors and purchasing agents and also by their de- 
partment heads, who use and specify the products 
they want. In three-fourths of the hospitals re- 
ceiving Hospital Management, the magazine is 
read by the heads of the nursing departments. In 
over two-thirds of these institutions, it is read reg- 
ularly by dietitians and other food service execu- 
tives. 
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Famous St. Vincent's Hospital, New York, is a 578-bed, 61-bassinet, $8,000,000 establishment, treating 11,000 bed ~ 
patients, 62,000 outpatients, and welcoming nearly 2,000 new babies each year. It has a personnel of more than © 
1,00C and disburses over $900,000 a year for supplies and equipment, etc. The Administrator, speaking of Hos- — 
pital’Management, says: “Your excellent magazine provides a useful medium for keeping our staff well-informed © 


on current trends and developments in the hospital field. In addition, Hospital Management has provided read-— 
ing material on all hospital departments, which has been used by our administrative resident to supplement and — 
strengthen the practical experience being gained in these departments. 


: 


The members of our Administrative — 


Council find matters of general interest as well as articles giving pertinent data on specific problems.” 


In 1950 we sent nearly 6,000 requests for 
product information to manufacturers and other 
suppliers, based on brief items published in edi- 
torially controlled departments in the magazine. 
We analyzed the first 1.000 inquiries, and found 
71 different titles represented! Another incontro- 
vertible proof that Hospital Management is read 
throughout the hospital buying organization. 


How About Readership? 


Only Hospital Management invests its own money 
in annual readership surveys to determine what 
factors produce top readership of ads. These an- 
nual surveys are field studies, with administrators 
in many cities interviewed in their own offices by 
trained research people. We know that ads in 
Hospital Management are read, and we try to 
help our advertisers to build the kind of copy that 
will make them still better read. 

Manufacturers using Hospital Management 
have constant evidence of readership through di- 
rect response. A case study provided by a new 
manufacturer of hospital equipment is interest- 
ing. He started in business two years ago, and used 
all of the hospital journals. Now he is advertising 
only in Hospital Management and one other. He 
says the answer is results. He knows Hospital 
Management is read because of the numerous in- 
quiries he receives from its subscribers. 


200 E. Mlinois St. 


How About Service? 


Along with well-read ads goes the best of servi¢e 
—an authoritative hospital directory, weekly 
bulletins reporting construction and moderniza- 
tion projects, editorially controlled publicity, and 
“The Hospital Merchandiser”. This monthly pub- 
lication, reviewing the ads in each issue of Hos- 
pital Management, goes to leading dealers and 
distributors selling to the hospital market, remind- 
ing them of the sales impressions made in their 
behalf by the manufacturers whose goods they 
sell. This is merchandising advertising at the 
place where it counts—with the dealers and dis- 
tributors who must provide the final push that 
makes sales. 


1951 Is HM's Biggest Year 


In 1951 Hospital Management has served more 
readers in more hospitals than ever before. It has 
booked the largest advertising revenue in its his- 
tory. It has carried more new accounts than in any 
previous year. And it has delivered a bigger and 
better service, based on the experience and knowl- 
edge of the market gained through 35 years of 
publishing for the hospital field. You need Hos- 
pital Management to do the best possible job of 
promoting sales in this big, rapidly growing mar- 
ket. 


Hospital Management @@ 


Chicago 11, Illinois 


WRITE TODAY for your copy of our Reader Penetration Survey; Chapelle Ad-Readership Analysis; Hospital Architects 
Survey; Food and Equipment Survey; Pharmaceutical Buying Study; Award-Winning Ad Book; and new Food-Buying Study. 


BREAD MOST BY MOST HOSPITAL EXECUTIVES 
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$100,000-a-Month 


Budget Set Up by 
Plywood Association 


Tacoma, Wasu., Nov. 7—The 
Douglas Fir Plywood Assn., pro- 
motion agency for the western ply- 
wood industry, has stepped up its 
national advertising campaign to 
the heaviest pace since the pro- 
gram began in 1938. The budget 
for fall and winter will run $100,- 
000 a month 

The program is directed at four 
groups-—specifiers of building 
materials; retail lumber dealers: 
home owners and builders, and 
manufacturers, It includes adver- 
tising in 75 national and regional 
magazines and business papers 
dealer sales helps, field sales pro- 
motion by a dozen engineers, and 
product research. 

The theme for ads in general 
magazines will be, “You will build 
it better, faster, and stronger with 
plywood.” By way of backing 
up this claim, copy will feature 
studies showing houses in 
which plywood has been used ex- 
tensively. The schedule places copy 
in Better Homes & Gardens, Busi- 
ness Week, House Beautiful, Popu- 
lar Mechanics, and The Saturday 
Evening Post. 


case 


® Promotion for industrial use of 
plywood will be particularly heavy, 
fusing Business Week and trade 
papers. The plywood association 
will place two-color ads in some 
trade papers, stressing case studies 
For manufacturers, ads will tell 
) the story of plywood’s use in pack- 
haging, production, factory main- 
tenance and new products. 
, As part of the new promotion, 
the association has just brought 
out a new four-color booklet on 
the 1951 pace-setter house spon- 
sored by House Beautiful and a 
how-to-do-it folder on the ply- 
wood wardrobe which won the 
plywood built-in features contest 
in a recent national competition. 
The association's stepped-up pro- 
motion comes as production of 
western plywood has reached a 
new high, 15% over last year, and 
topping 50,000,000 sq. ft. a week 
At the same time, price reductions 
of 5% at the mills were made in 
late October, the first general cut 
Since pre-Korea. Heavier military 
buying, meantime, is expected 
within the industry. National Pro- 
duction Authority has directed ply- 


In St. Petersburg, Florida 


] Will Get You 


Almost anything you want! 


It's SO TRUE! No outside news- 
paper has 500 daily average 
in this, Florida's fastest grow- 
ing market. 


t's SO TRUE! Each month 
means a NEW RECORD in 
circulation for the St. Peters- 
burg TIMES 


t's SO TRUE! Readers READ 
and Business People ADVER- 
TISE in the TIMES to the 
point where, for the Ist 8 
months of 1951, we are 12th 
in the U. S. among the FIRST 
50 a.m. papers in RETAIL. 
(Media Records—Sept. ‘51) 


St. Petersburg - Florida 


~ TIMES ~ 


Represented by 
Theis & Simpson Co. Inc. 
New York Detroit Chicago Atlanta 
Vv. J. Ob Jr. in Jock ille, Fla. 


—= 


wood makers to set aside up to 
30% of their output for defense 
requirements. 

Plywood association advertising 
is handled by the Condon Co., Ta- 
coma. 


Makes Color, Rate Changes 
Effective March, 1952, Canadian 
Home Journal for the first time 
will accept two-color advertising 
in quarter-page size. Black and 
one other of the standard colors, 


only, will be accepted. Another of 
the magazine’s rate card innova- 
tions is the offer of a 12-month 
continuity rate. This rate wiil ap- 
ply to all advertisers using one or 
more standard units in 12 con- 
secutive issues or any combination 
of sizes and colors of quarter-page 
or larger appearing in 12 consecu- 
tive issues. 


Tivoli Brewing Opens Drive 


Tivoli Brewing Co., Denver, has 
Started a new $75,000 campaign 
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which includes newspaper, out- 
door signs, radio, direct mail and 
point of sale in addition to a “Miss 
Tivoli” contest, which will be held 
annually. The company’s new slo- 
gan, “Posi-TIVOLI the beer for 
you,” will be emphasized in the 
campaign. Curt Freiberger & Co., 
Denver, is handling the campaign. 


Broadcasters Elect 

T. H. Patterson of WRRF, Wash- 
ington, N. C., was elected president 
of the North Carolina Assn. of 


Broadcasters, succeeding Ear] 
Gluck of WSOC, Charlotte. Other 
officers elected are: Cecil Hoskins 
of WWNC, Asheville, v.p. and 
Jack Younts of WEEB, Southern 
Pines, secretary-treasurer. 


Allan Copeland Appointed 


Allan J. Copeland Advertising, 
Chicago agency, has mn ap- 
pointed to handle the advertising, 
publicity and public relations of 
Lincoln Village, new northwest 
side shopping area in Chicago. 
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Cedergreen Uses TV, Outdoor and Dailies 


BELLINGHAM, WasH., Nov. 6— 
A new campaign using television 
Spots, outdoor and newspapers has 
been undertaken for the fall and 
winter on behalf of Cedergreen 
Frozen Pack Corp.'s frozen foods. 

One-minute TV sound films 
demonstrate the ease of prepara- 
tion and appetite-appeal of Ceder- 
green products. Integrated with 
the TV schedule are major show- 
ings of outdoor posters, with em- 


phasis on package identification. 
The newspaper series uses humor- 
ous illustrations of everyday situa- 
tions. 

The following larger distribu- 
tion areas for Cedergreen will car- 
ry the campaign: Chicago, Des 
Moines, El Paso, Fort Worth, 
Minneapolis, Grand Rapids, Mus- 
kegon, Newark, New Orleans, Se- 
attle and Tacoma. Other markets 
which will carry the promotion in- 


clude Bellingham, Everett and 
Wenatchee, Wash.; South Bend, 
Ind., Laramie, Wyo., and Rockford 
Ill. 

Bozell & Jacobs, Seattle, is the 
agency. 


Meeker Opens Frisco Office 

Robert Meeker Associates, radio 
and television advertising repre- 
sentative, has opened a San Fran- 
cisco office in the Russ Bldg. Don 
Pontius has been appointed di- 
rector of the new office. 


Fairchild Promotes Love 

H. M. Love, advertising director 
of Footwear News, published by 
Fairchild Publications, New York, 
has been promoted to director of 
new publishing activities for the 
company. No successcr for Mr. 
Love has been named as yet. 


Delsoy Names W. B. Doner 
Delsoy Products Co., maker of 
Presto Whip and Delsoy Topping, 
has appointed W. B. Doner & Co., 
Detroit, to direct its advertising. 


CARD” TO THE 


Whether or not today’s economy finds 
you oversold, you cannot afford to let 
your customers forget you. Competition 
is keen . . . people in key positions are 
changing jobs . . . present markets ex- 
panding . . . new customers are in the 
offing. 

“Mechanized Selling’ can be your 
calling card . . . your way of making con- 
tact, arousing interest, creating prefer- 
ence for your product, building and 
maintaining product recognition. 

We call Business Paper Advertising 
“Mechanized Selling” because it applies 
the efficient, high-speed tools of adver- 


BEST BUYERS 


tising to selling. It enables your sales- 
men to concentrate on the all-important 
job of making the specific proposal and 
closing the sale . . . a job which they 
alone are best equipped to handle. 

For more information on how Mech- 
anized Selling can build sales and cut 
selling costs, write for McGraw-Hill’s 
new 20-page booklet, “Mechanizing Your 
Sales with Business Paper Advertising.” 
Also available to interested executives 
for showing at sales meetings is a sound- 
slide film . . .“‘ Mechanized Selling —Blue- 
print to Profits.’”” Address your request 
to Company Promotion Department. 


HERE ARE TWO EXAMPLES OF HOW ‘/MECHANIZED SELLING’ BUILT PRODUCT RECOGNITION 


WORLD WAR II 


OVERSOLD 


PAGES OF 
SPACE 

~~ PER YEAR 
1942-100 


1939018401841) 1942) 843A 84S 14601947 


From obscurity to an enviable position in the flooring 
business . . . that’s the record of a company whose man- 
agement kept increasing their advertising investment in 
trade media even when they were oversold. 


MeSRAW-08t PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 18, N, Y, 


(ABP-ABC) 


HEADQUARTERS FoR BUSINESS 


WORLD WAR II 
| 
FROM 8th TO 3rd PLACE 


AMONG MEN WITH 
BUYING INFLUENCE 


of 


eo 


1938 1939 1940 1941 1942 1943 1944 1945 1946 1947 1948 19 


Mechanized Selling, consistently applied, paid off for this 
manufacturer of air-conditioning equipment, whose use 
of business paper advertising was followed, step-by-step, 
with a gain in product recognition. 
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Of course you can 
get along without it... 


There is no such thing 
as an indispensable 
advertising medium. 
Useful as the 
REVIEW OF THE WEEK® is 
we'd be the first to admit 
that you can get along 
without it. 

But why would you want 
to deny yourself 


the impact and power of 


The New York Times. . 


Its mighty 1,100,000 cir- 
culation among influen- 
tial people clear across 
the nation. 

Its top-level dominance 
in the 650 richest indus- 
trial counties, all within 
a 500-mile circle around 
New York. 

Its extra strength where 
you need it most—in New 
York, everybody's rich- 
est market—where most 
magazine circulations 
are thinnest. 

The respect and reader- 
ship of executives every- 
where for The New York 
Times for bringing them 
more news — complete 
and completely reliable— 
than they can get any- 


where else. 


Worth looking into 
right away, isn’t it? 


ae BUSINESS 


REVIEW 
OF THE 
WEEK 


*the newsreview you get 
every Sunday exclusively 
with The New York Times 
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BOSTON MEETING~—Several officers and speakers ot the annual Lee Word, Word-Griffith Co., New York; John J. Broughan, 
meeting of the New England Newspaper Advertising Executives Record-Gazette, Greenfield, Maoss., retiring president; Charles 


Assn. held in Boston Oct. 31 gather before luncheon session Tinckam, Kennebec Journal, Augusta, Me., secretary; John P 
left to right: Matthew Sullivan, circulution director, Gannett S. Doherty, Eagle-Tribune, Lawrence, Mass., v.p; Herbert A 
Newspapers; Nelson Demers, Press, Middletown, Conn., treasurer Bevermann, U. S. Treasury Department 


WORK CREW-Photographer Dick Mercer and Alberta Rudolphi, art director of BUILDING ENROUTE—The restlessness which is sometimes associcted with the od 


Honig-Cooper, Son Francisco, ore shown hard at work preparing the new head- vertising profession was never more emphasized than when Mercready, Handy & ‘MISS CHICAGO TV’—Lucille Reed, “Miss 


3 q Qvorters of the Society of Artists and Art Directors cf the Bay Area. The new club Van Denburgh, Newark industrial advertising agency, literally moved its offices Chicago Television’ of 1952, is congratu 
Bo located ot 252 Clay St., is composed of the joint membership of the Artists Group Restlessness in this case was substituted by necessity. The 100-year-old bulding has nd be Walter Schwimmer producer 
a } and the Art Directors Club, which retain their own autonomy. been moved a block ond = poco a omrins 16-18 Van Wagenen St. to of the “Miss U. S Dclostiton Contest,’ 


finals for which will be held over the 
DuMont Television Network Dec. 5. 


PLENTY TO WORRY ABOUT—That's what these two scenes at the Four A’s easiern conference seem to in Co.; Charles L. Rumrill, C. L. Rumrill & Co., and Fred Wittner, Fred Wittner Advertising. At right, at a 
dicate for the admen shown. At left above, ot the industrio!l advertising session, are (I. to r.) Robert Arndt, panel on big-ogency management, in the same order ore J. Davis Danforth, Batten, Barton, Durstine & 
John Falkner Arndt & Co.; James T. Chirurg, J. T. Chirurg Co.; Donald Murphy of G. M. Basford Co. Osborn; Edward B. Noakes, Cecil & Presbrey; Harry H. Enders, Young & Rubicam; Poul Keenan, Dancer- 


pinch-hitting for H. C. Silldorf); John Mather Lupton, John Mather Lupton Co.; E. C. Mayer, Rickord & Fitzgerald-Somple, and D. C. Stewart, Kenyon & Eckhardt 


PLENTY OF LAUGHS—The picture at left above, taken at the eastern meeting of American Assn. of Ad- S. Jordan, William Morris Agency, and Adrian Samish Dancer-Fitzgerald-Sample. In the picture at right 
vertising Agencies, shows Robert Montgomery wowing fellow pane! members by proffering a pack of are advertising business paper critics, grouped around the dummy representing AA's Creative Man. Left 
Luckies. Standing are Sidney Weiss (left), Lewin, Williams & Saylor, and Garther N. Montgomery, Kenyon to right: Elwood Whitney, Foote, Cone & Belding, panel chairman; Bill Tyler, Leo Burnett Co. and Adver- 
& Eckhardt. Seated (i. to r.) are Rod Erickson, Young & Rubicam; NBC-TV’s Mr. Montgomery; Wallace _ tising Agency; John Crichton, AA executive editor; and Lester Leber and Charlotte Montgomery of Tide. 
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Affiliated with 6 Building Industry Magazines 


comprising the largest, most distinguished publications 
in the building industry: Building Supply News, 
Building Material Merchant, Ceramic Industry, 
Ceramic Data Book, Brick and 

Clay Record, Modern Brick Builder 

Send for our 64-page book... THERE'S MONEY 

IN REMODELING ... free to any manufacturer 

who asks for it on his letterhead. 


© inoustMiar PUBLICATIONS, INC., CHICAGO 3 


There is an old truism 

that you get out of something what 

you put into it. Applied to 

practical builder the reverse is true: 
You get out of it what we put into it. We put 
meat and meaning in every page. We help 
builders and contractors with their problems 
here-and-now. No canned copy; no slot-machine 
articles; no hammer-it-out-and-get-it-in 
routine. The magazine is fresh, vibrant, alive. 
It is geared and gaited to the industry it 
serves. Because it is edited by the men who own 
it. They put everything they've got 

into every page. That’s why you, Mr. Advertiser, 


get so much out of every page. 


-.. Of the light construction industry 
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Rockwell Lists Reasons Why Business Men 
Should Invest Money in Advertising 


CLEVELAND, Nov. 6—Even though 
“many companies have achieved 
some temporary success without 
much promotion. . .business history 
shows that the company that has 
been able to do this and grow—or 
even exist—over a long period of 
time is an exception,” said Col. 
Willard F. Rockwell, board chair- 
man of Rockwell Mfg. Co. at the 
Cleveland T. F. Club last week. 

Speaking on the subject “Why 
business men should spend money 
on advertising,” Col. Rockwell 
offered the following reasons for 
actively promoting products: 

1. “Tell the business side of the 
story. The dynamic, aggressive 
ability of advertising” to counter 
anti-business propaganda “has all 
too often been neglected,” he told 
the club. 


to increase sales and to combat 
decreasing sales in periods of busi- 
ness reversal.” As an example, Col. 
Rockwell cited the Rockwell Mfg. 
Co. and an ADVERTISING AGE story 
(AA, Oct. 10, 1949) on how Rock- 
well increased advertising and 
sales budgets and reversed a sales 
decline. 

3. Advertising increases profits 
faster than it increases costs, Coi. 
Rockwell continued. He cited Stan- 
ley Harold Morgan, a Chicago fi- 
nancial consultant, who has ap- 
plied ad costs to a break-even 
chart to show that once the break- 
even point is passed, “profits in- 
crease progressively while certain 
fixed overhead costs remain the 
same.” 


#4. A function of advertising 


, ber of studies have been made 

| which pair similar companies of 
approximately proportionate fi- 
nancial structures. In almost every 
case in such a comparison, the 
company that is best known will 
be priced on the stock market at 
a premium. 

“In other words, with an approx- 
imate equality of financial struc- 
ture, the company which has done 
the most consistent advertising job 
and is consequently the best 
known, will command a _ higher 
stock price in the open market.” 


e 5. “Another function of adver- 
tising is to explore and develop 
new markets that salesmen cannot 
reach. The ability of most compa- 
nies to maintain a sales force is 
largely dependent upon actual and 
short-range sales results obtained. 
Therefore, it’s usually difficult to 
have a large enough force to seek 
out or develop new or marginal 


which is sometimes overlooked, he markets. . .In seeking out new mar- 
|@ 2. “Most obviously, business men said, “is that of increasing the kets and in preparing the way for 
“ should spend money on advertising capital value of a business. Anum- calesmen when market develop- 
ment justifies them, advertising is 
the lowest cost tool to be found.” 

6. Advertising also can be used 
to increase the efficiency of the 
sales force, Col. Rockwell declared. 
If advertising does a good job, he 
said, the salesman “is able to de- 
vote his time to application selling 
rather than to institutional selling. 
It should not be necessary for him 
to first convince the customer of 
the trustworthiness of the com- 
pany or of the general acceptance 
of the product. The salesman's 
only problem then is applying the 
product to the customer’s actual 
needs.” 


8 “There is no reason to believe,” 
he told the club, “that the next 
few years will be any less turbu- 
lent for business or any less un- 
certain than has been the last de- 
cade or two. The advertising of 
any given company should be 
tailored to its best appraisal of its 
| position in the uncertain years 
ahead... 

“It will not be enough simply to 
buy advertising to fill white space 
or to spend tax dollars or to hope 

| that a company’s name may be 
kept alive simply by parrot-like 
| repetition of the firm’s name. 

“The advertising that all of us 

| do during the next few years,” 
Col. Rockwell concluded, “will 
| have te be built around a job to 
| be done—a selected objective. Be- 
| cause the advertising bill is paid 
| for with cheap dollars is no reason 
to condone slipshod work.” 


fie MORE WOMEN. 


than any 
other 
selling medium 
in the Oregon 
Market! 


Mir. Sets Yule Sales Plan 

Williamson-Dickie Mfg. Co., 
| Fort Worth, has prepared a special 
promotion to sell sets of matching 
| work shirts and pants for Christ- 
| mas gifts. Features of the plan are 
a specially designed gift box sized 
to fit a Williamson-Dickie set of 
| matching work shirt and pants 
| plus two-color gift cards to add a 
| Christmas touch. “Give year 
/"round good looks to your year 
|’round Santa” is the theme of ads 
scheduled for the Dec. 3 Life and 
| the November Department Store 
| Economist. Point of sale displays 
| will be used as a tie-in with the 
a 


yence! } 

| Parker Pen Starts Drive 
Parker Pen Co., Toronto, has 
| launched a Christmas campaign in 
|Canada during November with 
| full-page, four-color insertions in 
| three national magazines. The 
drive will be intensified in Decem- 
ber with ads appearing in ten 
national magazines and four week- 
end publications. The promotion 
oeetinne, Seecen will be merchandised to the trade 
: through business papers. Counter 
he Great Neu spaper of the Mest display material is available to 
dealers. Walsh Advertising, 


Toronto, is the agency. 


e ] ABC Promotes Atkinson 
i Frank G. Atkinson Jr., formerly 


Saas | 
the Oregonian 


a» - 


a REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT. INC assistant manager of the radio co- 
43 | Op program sales department of 
‘ ; American Broadcasting Co., New 
23 York, has been named manager of 


the department. 
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Interstate’s New Bread Wrapper Bows 
Via Newspapers, Radio and Television 


Kansas City, Mo., Nov. 6—To 
introduce its newly designed bread 
wrapper (for Butter-nut bread 
in the Midwest and Weber’s bread 
on the West Coast), Interstate 
Bakeries Corp. has launched a 
newspaper, radio and TV cam- 
paign in 21 markets. The drive 
will continue through Jan. 1, 1952. 

For many years the company 
has used a blue gingham design 
wrapper. Added to this now is a 
multi-colored photograph of bread 
slices coming from an opened 
package. This was done, accord- 


We photographed 
the Quality in COLOR! 


NEW WRAPPER-Interstate Bokeries is 

using full-page color ads like this to in 

troduce its new wrapper for Butter-nut 
and Weber's bread. 


ing to R. L. Nafziger, Interstate’s 
president, to give “some indica- 
tion of the quality of the product 
to be found within.” 

Although much of the com- 
pany’s previous advertising has 
been on radio and television, news- 
papers are getting a heavy play 
in the current campaign, with the 
emphasis on color. The series of 
three full-page color ads now run- 
ning is to be followed by three 
quarter-page b&w ads, repeating 
the treatment accorded the 
color insertions. 


copy 


@ The ads carry an unusual appeal 
to color-camera, fans, in that tech- 
nical data concerning color repro- 
duction of the bread slices on the 
wrapper is explained. E. B. Hueter, 


P . 
on the 


85 IMPORTANT 
INDUSTRIAL AND 
TRADE MARKETS 

and the business papers 


Refer First to the 


1952 MARKET DATA & 
DIRECTORY NUMBER 


Industrial Marketing 


200 E. ILLINOIS ST. « CHICAGO 11, MLL 
~ 


Interstate’s ad manager, told AA 
that so much interest had been 
evidenced in the color process and 
research which preceded it, that 
it was decided to include an ap- 
peal to photo fans in the ads. 

In addition to newspapers, In- 
terstate is conducting a saturation 
radio and TV spot campaign. The 
television spots reproduce, in ani- 


mation, slices of bread dropping 


out of the opened package. For 
non-TV cities, Interstate has made 
35mm films from the 16mm spot 
films and these will be shown in 
81 theaters in the Midwest. The 
company has complete TV cover- 
age on the West Coast. Commer- 
cials also are scheduled for In- 
terstate’s “Cisco Kid” radio and 
television shows. 


® Prior to the campaign break 
in California, grocers were alerted 


by an unusual ad in two grocer 
trade publications there. Interstate 
took centerspreads and, in 
of the usual ad, ran an insertion 
consisting of the actual new breac 
wrappers. Mr. Hueter reports an 
abundance of favorable comments 
from grocers on this introductory 
technique 

Two agencies handle the com- 
pany’s account on the West 
Coast, Dan B. Miner Co., Los An- 
geles; for the Midwest, R. J. Potts- 
Calkins & Holden, Kansas City 


place 


45 


James D). Wooll 


Advertising 
Consultant 


Inquiries invited from 
advertisers and agencies 
Santa Fe, N. M. 


EASY ON THE PRESS...EASY ON THE EYES 
ieeenel an 


NATIONAL 


TICONDEROGA TEXT 


When you need a match, specify Ticonderoga Text 

... match envelopes and coverweight in 7 watermarked 
colors plus cream and Brite White, laid or wove, plain or 
deckle-edged. You'll get truly distinctive appearance in 
brochures, book jackets, programs, menus, announcements, 


etc. . 


Text is easy on any press . . . offset, letterpress or gravure. 


. . at surprisingly low cost. Versatile Ticonderoga 


International Paper Company, New York 17, N. Y. 


INTERNATIONAL PAPERS 


for printing and converting 
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A market not duplicated by any other news 
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AUTHORITY... hallmark of “class” 


eee nel ae 


} magazine 


| 
| 


One mark of a “class” magazine is its authority in the 

field it serves. You hear “U.S. News & World Report’’ quoted more 
and more in the important clubs, conferences, business 

lunches, commuter trains, high-income homes . . . wherever the 
essential news is important. Even the men whose business 

is the news itself, the editors of newspapers in cities of over 25,000, 
vote it “most useful!” in an independent survey. And Romeike, 

the world’s largest clipping bureau, reports they clip more 

“U.S. News & World Report” mentions from the daily press than for 


any other news and management magazine on their list. 


Class News Magazine 


This authority accorded “U.S. News & World Report” 

is the kind of cover-to-cover respect that jumps column 

rules to make its advertising better read, better 

heeded — just as it does in any class publication. Hence, the 
numerous success stories we can show you on the power 

of “U.S. News & World Report” for selling goods and services 
to important people in every level of decision in 
manufacturing, industry, transportation, construction, 
communications, distribution, government, and the professions. 
The list of such advertisers is rapidly growing. For the 

second time within a month, “U.S. News & World Report” 
recorded a new all-time high in advertising 


revenue for a single (October 19) issue. 


First ints field in 1991 
LS. News IN PERCENTAGE CIRCULATION GROWTH 
& World Report | “timitsfield in 191 


IN PERCENTAGE ADVERTISING GROWTH 
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Youre SO right! 


ALL advertisers tell us- 
You're $O right . . . 

The Salt Lake Tribune-Telegram 
is the only way to do the job! 


Advertising Age, November 12, 1951 


‘Publishers’ Auxiliary’ 


Poll Shows Editors 


Like ‘Ike’ but Think Truman Will Win 


FraNKFort, Ky., Nov. 9—A! 


straw poll of 2,188 weekly news- 
paper editors indicates that, al- 
though Gen. Eisenhower is their 
personal choice as President in 
1952, they think President Tru- 
man will be reelected. 

The poll, conducted by Pub- 
lishers’ Auxiliary, brought replies 
from editors in every state in the 
union, ranging from two respon- 
dents each in Nevada and Rhode 
Island to 144 in California. 

In answer to the question “Who 
do you think will be the next Pres- 
ident?” the percentage of editors 
naming each potential candidate 
was as follows: 

Truman, 40.6%; Eisenhower, 
24.9%; Taft, 205%; undecided, 
6.1%, and scattered, 7.9%. The 
“scattered” in order of rank were 
Warren, MacArthur, Stassen, Byrd, 
Dewey, Byrnes, Dirksen, Vinson, 
Barkley, Paul Douglas and Duff. 


‘te "ae Ws 
ii : WH eme oh 


ad 2 
Wine 


4 ad it 
he 4 nth 
au ; 


* eee wen 
us a \oet 


to use 
vate 


nw 
vitae 


the United © - 
et wcie 


grate 


pennenme! “ 
man of th 


is 
. : ett that have been secured for and identified 
j v es eg 1b). a ir ane ve epeatttne or ' with, National Advertisers* during 1951. 
q 5 Of course, handled with dignity, quiet ex- 
‘ pedience and confidence thru the one and 
only  boec. 
“ 
4 *Through their Advertising Agencies 


ge i ne 
al ‘ . x 


«fl 


Est. 1945 


NEW YORK WASHINGTON 
500 Fifth Avenue 
New York 18, N. Y. 


Get CHickering 4-7257 


HOLLYWOOD 
9172 Sunset Bivd. 
Hollywood 46, Calif. 


CRestview 6-1272 District 6091 
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1026 17th St., N.W. 
Washington 6, D.C. 


LONDON ¥ 

91 Regent Street ‘ 
London W., 1 we ed 
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When asked “Who do you per- 
sonally favor for the Presidency?” 
the percentage of respondents 
favoring prospective candidates 
broke down like this: Eisenhower, 
30.4%; Taft, 27.1%; Truman, 8.6%; 
undecided, 6.8%; Stassen, 6.5%; 
Warren, 5.1%; Douglas, 3.7%, and 
MacArthur, 3.0% 

There were scattered preferences 
for more than 35 others, including 
some votes for Herbert Hoover, 
Sen. McCarthy and “Happy” 
Chandler, recently deposed base- 
ball commissioner. 


s Editors in 42 states said they 
thought their Democratic delega- 
tion would go to the convention 
pledged to President Truman; four 
predicted the delegation would go 
unpledged or undecided, while edi- 
tors in Georgia and Virginia 
thought that their delegations 
would go pledged to Sen. Russell 
and Sen. Byrd, respectively. 

Republican delegations from 38 
states will come out for Taft, in 
the editors’ opinion: six will be 
pledged to Eisenhower; one prob- 
ably to Stassen; one to Warren: 
one divided between Taft and 
Eisenhower and still another un- 
decided 

The Democratic nomination will 
go to President Truman in the 
opinion of the majority of editors 
in all 48 states. Editors in 39 states 
believe Taft will get the Repub- 
lican nomination; in eight states 
they look for Eisenhower to be 
named, while in the last state they 
see a split between the two 


Electric Sign Contest Set 

The National Electric Sign A&sn.., 
Chicago, has announced the sixth 
annual electric sign design compe- 
tition, with prizes totaling $1,000 
Prizes will be given for the best 
electric sign designed for an exist- 
ing motel, which was selected as 
the problem. Awards will be based 
on advertising value, identifica- 
tion, practicability and contribu- 
tion to the development of sign de- 
sign. The contest closes Dec. 31 
Contest rules and photograph of 
the motel may be obtained by 
| writing to the association at 224 S 
| Michigan Ave., Chicago 4 
| Y&R Transfers Nat Wolff 
| Nat Wolff, who was elected v.p 
in charge of production last Sep- 
tember for Young & Rubicam, has 
assumed his new duties at the 
agency. He will remain at the 
Hollywood headquarters of the 
agency during November and 
transfer his activities to New York 
starting December 1. 
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CHANGE PADS 


New Styling Proved 
Successful by Field 
Tests and Reorders* 

* Before ordering these 
Change Pads, Carstairs 
Beech-Nut, Brown & Wil 
liamson and others put trial 
runs to exhaustive field tests 
Immediate acceptance by 
dealers and product service 
men won substantial orders 
and re-orders for EZE-STIK 
Self-Adhesive Change Pads 


EZE-STIK CHANGE PADS ARE 
MODERN — Lie flat on counter — 
no interference with package 
wrapping. Space saving 

ATTRACTIVE — Monochrome or 
multicolor flocking. Eze-Suk 
selt-adhesive back sticks to any 
sm clean surface and 
rema 


s indehnuitely 


VERSATILE —Can be used on 
walls. muirrors, cash registers 
other store locations 

Get the facts... write or call us. 


EZE-STIK PRODUCTS CORP. ~~~] 


' Dept AA, 424 West 33rd Street, N.Y ILNY | 
l Please send us samples and prices of EZE 

| STIK Self-Adhesive Change Pads a | 
| Nome | 
| Form | 
| Address 
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“Advertising Age 


is required reading © 


GATES FERGUSON 


Mr. Ferguson was formerly head of the Advertising De- 
partments of B. F. Goodrich and the International Tele- 
phone and Telegraph Corporation, and was a member of 
the Public Relations staff of the New York office of 
N. W. Ayer & Son. He served three terms as a member 
of the Board of Directors of the Association of National 
Advertisers, was a member of the Advertising Club of 
New York and President of the Advertising Club of 
Minneapolis. For the past six years Mr. Ferguson has 
devoted a major portion of his time to developing better 
merchandising methods for the retail distributors of 
building materials, and, under his direction, the Celotex 
Corporation recently made available to these retailers a 
merchandising service which is recognized as an outstand- 


ing contribution to the progress of the building industry. 


Says GATES FERGUSON 


Director of Advertising 


THE CELOTEX CORPORATION 


“ADVERTISING AGE is required reading for every 
member of the advertising staff at Celotex. First, be- 
cause of its value as an advertising ‘news’ paper — 
second, because it is authoritatively informative on 
subjects of interest to advertisers — third, because 
every issue of the publication is an excellent example 


of good reporting. 


“Incidentally, we frequently use ADVERTISING AGE 
when we need new talent, and have found that its 


classified pages usually get desired results.” 
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A dusky gal danced out on the stage and brought the house down. 
Sizzle! Sizzle! Are you old enough to remember? 
Umpetey years later, three-quarters of a million men marched into 
Washington and started a heat wave here at Nation’s Business. 
f y 
‘ "Schrag DE: Bs snes 'm 
It’s the hot book in the business field right now. ~~» 


- ‘Temperature rising... 
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: 
mass coverage of business management Ci 


s, Readers with 18 by 
sthree years of al 


If we were to tell you that hundreds of advertisers are rushing to Nation’s 
Business with space contracts in their hot little hands, we would be tell- 
ing a downright lie. 

Salesmen and promotion men can’t start a heat wave. Even editors can't 
start one. A book never gets hot unless the editors are doing a good job, 
but they can’t force the fire. 


It 1s readers that mak ‘¢ a magazine hot. 


ks in their hands and a commitment for the next 
i¢ Nation’s Business editors can print. 


But not juspatity readers... 


Readers of such stature as the 50 percent of the executives of America’s 
billion dollar manufacturers who read Nation's Business... 31 percent 
of the executives of the hundred top retailers . . . 43 percent of the execu- 
tives of the hundred biggest national advertisers. 

And not just any old kind of reading either... 

Readers like the executives of the 15 leading railroads who tell us 70 per 
cent of their group read every issue ... or the 82 percent of the “billion 
dollar” officers and directors who tell us they find Nation’s Business 

“interesting” 


Readers like General Mills’ Harry Bullis, “4 great publication . 
Lever Brothers’ John Hancock, “Editorials tops in my opinion...” the 


C & O's M. M. Cronk... .“Like it all, including advertising . 
Reading with a purpose, too... 


The little six line item in “Management’s Washington Letter” last 
March, for instance, that drew 1707 requests over a 12-week period... 
the Bank of America story that flooded them with mail . 

Advertisers, the authorities tell us, take about a year after the readers to 
recognize a hot book. Maybe so... but not IBM, Western Electric, 
Remington Rand, Commercial Credit, Mack Truck, Union Carbide, 
Western Union, Union Pacific. They know Nation’s Business is the 
broadest highway to the $500 billion mass business market with more 
than twice the circulation of any neighbor. 


We promise not to limit our advertisers until your schedule is in the house. 


AVENE TMI, 


| | 
| 


NATION’S BUSINESS 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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Simon Halpern, Adman for 25 Years, 


Is Advertiser Now, 


New York, Nov. 7—What hap- 
a long-time adman when 


to 


pens 
he gets out of the agency business 


Here's what's happened to Si- 
mon A. Halpern, an agency man 
for 25 years, for- 


mer creative head 
of Lord & Thomas 
and onetime copy 
chief and plans 
board member of 
William H. Wein- 
traub & Co 

Mr. Halpern, 
who coined such 


lines as “Nature 

in the raw is sel- 

Simon Halpern dom mild” and 
“So round, so 

firm, so fully packed, so free and 
easy on the draw,” is now on his 


own in the manufacturing and dis- 
tributing business where “I have 
to put into practice the principles 
I once preached to clients.” 

Mr. Halpern is president of the 
Pres-A-Lite Corp., which turg 28 out 
an automatic dispenser that “hands 
you a lighted ready-to-smoke cig- 
aret while you drive.” (Retail 
price: $6.95). During the coming 
holiday season. Pres-A-Lite will 
use two b&w half-pages in Life, 
and space in the Chicago Tribune, 
Los Angeles Examiner, New York 
Times, Philadelphia Inquirer and 
$t. Louis Post-Dispatch 

Pres-A-Lites will be given as 
awards on 62 TV participating pro- 
grams, and a series of five-minute 
spots will be used via WOR-TV 
during December. Weintraub & Co 
ig the agency 


@ “Years ago,” said Mr. Halpern, 
“when I was creative head of L&T, 
Tremrember making a speech to the 
staff % which I said something like 
this 


‘No matter how appealing your 


@nsumer advertising may be—it 
ig the dealer who can make or 
break your campaign. You cannot 
s¥cceed without his support. So 
plan your campaign around the 
dealer. Consider his problems. An- 
ticipate his needs. Remember, he 


ig a very busy man, with little time 
for correspondence 


“*Your dealer sales helps should 


with pictures from... 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS, 
319 £4, New York 12 


Inc. 
46 H. Michigan, Chicage 11 


Teoticees & Underwood 
_ Reserve Illustration Catalog » 


1 © Here's $5 or 2 bill me for a copy of 
1 your catalog. | understand you'll credit 
1 the $5 against the cost of the first picture 
) | order within a year. 

| Name annie 

' Address 


at Pres-A-Lite 


encompass every phase of store 
promotion—newspaper mats, radio 
spots (and TV, today), counter 
and window displays, mailing in- 
serts; even sales instruction sheets 
for his sales staff and the store’s 
ad department. 

‘*Be more than a copywriter— 
be a business man and your cam- 
paigns will achieve the best re- 
sults.’” 


s “Now,” said the adman turned 
manufacturer, “it requires a con- 
siderable amount of money to fol- 
low through on that piece of ad- 
vice. It’s one thing to spend ; 
client's money—but what happens 
when you have to spend your own? 
Maybe the answer to that is that 
lots of former admen suddenly find 
fish hooks in their pockets and 
fall flat on their faces when they 


go into business for themselves.” 
In Mr. Halpern’s case, he 


set 


about getting Pres-A-Lites en- 
dorsed by the country’s leading 
safety authorities, including the 


President’s Highway Safety Con- 
ference. This was after he found 
that operating Pres-A-Lite as a 
sideline was cutting into his agen- 
cy work at Weintraub & Co. He 
quit the agency about 17 months 
ago and made Pres-A-Lite his full- 
time job. 


® After securing the endorsements, 
he scheduled a two-color, five-col- 
umn ad in Life. Then, on the 
strength of that insertion, he ar- 
ranged with Ford Motor Co. to dis- 
tribute Pres-A-Lites through 7,000 
dealers. 

“That was the first big break,” 
said Mr. Halpern. “After last 
Christmas, I continued advertising 
during the year in key newspapers 
such as the Chicago Tribune, Los 
Angeles Examiner and the New 
York Times, as well as in automo- 
tive journals. 


“While other manufacturers 
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pulled in their horns and ex- 
pected to get by on the strength 
of possible shortages, I continued 
full-blast with advertising and 
direct mail. This continuous pro- 
motion has paid off: 


® “Sears, Roebuck & Co. has de- 
cided to promote Pres-A-Lites ex- 
tensively through their entire 
chain of 670 retail stores and their 
mail order catalogs 


“Montgomery Ward has _ put 
Pres-A-Lites in 127 of their ‘A’ 
stores. 

“The entire chain of 60 Allied 


Stores will advertise and promote 
Pres-A-Lites 

“This year more than 800 de- 
partment stores will feature Pres- 
A-Lites as Christmas gifts. 

“So far this year, sales are up 
400% over last vear. We have 
trebled the number of our outlets 
and an increasing volume of busi- 
ness is pouring in from some of 
the largest industrial companies in 
America, who have decided to use 
Pres-A-Lites premiums and 
sales prizes as well as giving them 


as 


as Christmas gifts.” 


@ After spending time on both 
sides of the agency-client fence, 
Mr. Halpern has come to the con- 
clusion that “agencies seldom know 
one-fifth what the manufacturer 
knows about his problems.” 
Moreover, he said, “agencies 
must rightfully shoulder the blame 
in most cases where sales slump 
off. Agencies must remember that 
the advertisement itself is the least 
important thing; what really counts 
‘Where you go from there, mer- 
chandising-wise’.” 


Barclay Promotes Goldberg 

Barclay Knitwear Co. New 
York, has promoted Allan V. Gold- 
berg, who has been with the organ- 
ization for a year, to advertising 
manager. 


Maltbie to Noyes & Sproul 
Maltbie Laboratories Inc., New- 
ark, manufacturer of prescription 
specialties, has appointed Noyes & 
Sproul, New York, ethical medical 
agency, to handle its advertising. 


The November Issue 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, New York. Publishers of The American Magazine, Collier's and Woman's Home Companion. 
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In Washington... 


Admen Study Commerce Department 


By STANLEY E. COHEN 

WASHINGTON, Nov. 8—Commerce 
Secretary Charles Sawyer is study- 
ing a frank appraisal of his de- 
partment’s operations and services 
submitted a few days ago by his 
advertising advisory committee. 

In preparation for nearly two 
years, the study is based on the 
contributions by top advertising 
and media people from 21 major 
associations. In all, more than 100 
ideas for improving the Depart- 
ment of Commerce were con- 
sidered by the drafting committee 

Sifting carefully through the de- 
partment’s records and publica- 
tions, members of the advertising 
advisory committee confirmed the 
oft-repeated truism that the Com- 
merce Department is a gold mine 
of information for business men 
who have the initiative to consult 
its field offices. 


Among their major recommen- 
dations is that the Commerce De- 
partment take its light out from 
under the bushel and give busi- 
ness men a better picture of the 
free service available at nearby 
field offices 

Not all the findings are peaches 
and cream, but when the _ report 
becomes public in the next few 
days it will be accompanied by a 
statement from Secretary Sawyer 
outlining the portions which are 
being adopted. 

For example, Secretary Sawyer 
has already sounded out the Bud- 
get Bureau on a series of steps to 
take the Commerce Department’s 
light out from under the bushel. 
Prospects are uncertain. 

It may seem logical that the de- 
pariment should “merchandise” 
the material it goes to the expense 
of producing, but “sales promo- 


tion” is a “hate word” in Wash- 
ington. A Commerce budget seek- 
ing additional funds for informa- 
tion purposes makes a neat target 
for congressional “economizers.” 


The Justice Department’s anti- 
trust division maintains studied 
silence about the reported grand 
jury investigation of the news- 
paper feature syndicates. In this 
instance, silence signifies that ef- 
forts are under way to get anti- 
trust indictments. The govern- 
ment’s object, presumably, is to 
deal with situations which en- 
able individual newspapers to get 
long-term control of valuable fea- 
tures in their circulation areas. 


e e e 

The shortcut method in which 
interested parties put views in 
writing, undoubtedly is trimming 
hundreds of days of dreary hear- 
ing from the Federal Communica- 
tions Commission’s TV allocation 
proceedings. And, determined to 
get the freeze off some time next 
February, FCC is ruthlessly bat- 


ting down every suggestion that 
it deviate from the present proce- 
dure 

In all, about a score of requests 
have come in for FCC to take up 
special phases of the allocations 
in the open hearing. In each case, 
FCC has ruled the oral hearing 
would yield nothing that cannot be 
put on paper. 

When the final documents are 
in on Nov. 26, FCC staff members 
will have more than 1,300 filings 
to consider. Fortunately, these 
have been processed as they came 
in during the past two months 
Staff members believe the final 
decision will be ready for commis- 
sion action on Feb. 1. 

e . o 

Farmers have gained a notch in 
their never-ending tug-of-war 
with processors and retailers for 
shares of the consumer's food dol- 
lar 
personal income going for food 
this year, farmers are getting half 
a bit better than in 1950. 

The total share of disposable in- 
come for food is unchanged from 


Who pushes your product ‘? 


Not the book that drops in once a year with: 
“We've a corking article on widgets in the 
December issue. You really should have an ad in 


there, old boy.” 


No, the magazine that really pushes your 
product is the one that does the most, from issue 
to issue, to help its readers with the serious business 
of having a happy, healthy, successful family life. 


Adve 


Re 


household appliances, ‘©°: 


lets, cold remedies, '©°o° 


Examples of Family Service 


¢ 


American families look to The American for guid- 
ance as to what to live in and ride in, what to eat 
and wear, what to see and where to go. 


risers of vacuum cleaners, brushes, floor compounds, 
! YOUR WIFE HAS AN 
EASY RACKET—housework analyzed by an industrial 
engineer. In the November issue. 
When it comes to that kind of product pushing, Agver 
The American Magazine is admittedly in a class by 
itself. Every month over 2'/2 million above-average 


sers of travel, bus, rail, ship, air lines; hotels, 
luggage, '©cd FLORIDA—AMERICA'S TOP VARI- 
ETY SHOW —high-lighting Florida's tourist attractions. 
In the November issue. 


rtisers 


of anti-biotics, tonics, emulsions, vitamin tab- 
THE MEDICINE YOU MAKE 
YOURSELF—c FamilyHealth article In the December issue. 


of ski wear and supplies, sporting goods, 


sweaters, gloves, sun glasses and sports wear, 
TRACK ! —The Family Goes Skiing, a timely family recre- 
atonal article. In the December issue. 


ber The American Magazine—over 22 million 


families with incomes 38.7% above U.S. average, 


ber Families specially conditioned for buying by 


@ steady diet of Family Service Editorial. Remember 
Advertising costs less in The American Magazine because 
it lives longer and pushes harder. 


merican 


MAGAZINE 


With about 26% of disposable | 


| 


the days immediately preceding 
the outbreak of fighting in Korea 
and is high by prewar standards, 
reflecting the demand for fancy 
food and elaborate service which 
remained with Americans after 
World War Il 

In 1935-39, 23% of disposable 
income went for food. If con- 
sumers stuck to 1935-39 diets, their 
stomachs would be satisfied with 
a mere 19% of 1951 disposable in- 


come 


e o o 
Visits by Britain's royal couple 
and the No. 1 dark horse of the 


1952 presidential race in the course 
of a single week have left Wash- 
ington breathless. The royal visit 
was a public relations triumph. 
Pitched to appeal to high and low 
alike, the princess and her consort 
carried it off nicely, obviously well 
prepared for the exploding flash- 
bulbs and other indignities which 
are a matter of course with Wash- 
ington’s press correspondents. 

As for Gen. Eisenhower, he was 
freely available despite the number 
cf interviews. He returned to Paris 
as firmly on the fence as when he 
arrived 


Electrotypers Elect 


The International Assn. of Elec- 
trotypers and Stereotypers has re- 
elected Clint Barnes, president of 
Fort Wayne Engraving Co., presi- 
dent. The other officers of the as- 
sociation were reelected also. They 
are: Walter C. Dohm, Norman- 
Dohm-O'Flaherty Co., New Yerk, 
ist v.p.; Carl N. Becker, Be¢ker 
Electrotyping Co., Milwaukee, 3nd 
v.p.; C. H. MeNellen, Bomac Elec- 
trotyping Co., Toronto, 3rd v.p, 


Elmore Lytord to DuMont 
Elmore B. Lyford, formerly 
supervisor of television station 
relations for National Broadcasting 
Co., has been appointed direetor 
and general manager of DuM@nt 
Television Network, New York. He 
succeeds Norman W. Drescher, 
who has been assigned to other 
administrative work 


Ehrman to Maybelle Hall 

Samuel Ehrman Co., New Yark, 
manufacturer of laces and - 
appointed Maybelle F. ll 
Co., New York, to handle its @d- 
vertising and promotion 
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Advertising Volume Figures for October Issues 
of Business Papers 


These f 


without 


gures 


duced written permission 


ard 7x10” pages. 


INDUSTRIAL GROUP 1951 1950 
Aero Digest 79 7 
Aeronautical Engineering 

Review 77 42 
American Aviation (biw.) *82 *7 
American Brewer 66 60 
American Builder 190 76 
American City 122 139 
American Dyestuff Reporter 3185 106 
American Machinist (bi-w ) 3°640 9*517 
American Printer 40 1 
Analytical Chemistry 4o 49 
Architectural Record 260 221 
Arts & Architecture 16 23 
Automotive [Industries 

(semi-mo.) 231 172 
Aviation Age *76 *40 
Aviation Week *230 158 
Bakers’ Helper (bi-w) 145 160 
Bedding So ax 
Better Roads 35 33 
Boxhoard Containers 53 9152 
Brewers’ Digest 40 44 
Brick & Clay Recor« 61 45 
Bus Transportation 109 108 
Butane-Propane News 

(4! 9x6! 2 86 79 
Butter Cheese & Milk 

Products Journal 39 54 
Canner (wi 50 "55 


YOUR ADVERTISEMENT 
is only as good 
as the men who read it 


The best copy you ever produced 
wouldn't sell a conveyor to the 
otlice boy. Not because your copy 
Wasn't good, but simply because 
the office boy doesn't buy con- 
VYeyor equipment. 

If you are selling conveyors 
Or other equipment or parts or 
Materials — to industry, you are | 
Biming to reach 

Production and operating 
men 


duction, operating responsi- 


bility 
Administration officials ac- 
tive in plant operation | 
Purchasing men | 
These four groups make up 
94°% of the 60,000 readers of In- 


Gustrial Equipment News. In re- 
nse to our reader veritication | 
eo er SS‘ average returns ) these 
Men tell us how their job func- 
oy overlap. By percents, it looks 
e this 
39.9% are 
: management ; 
50.0% in plant engineering | 
and operation 
35.6'¢ im purchasing 
43.5°¢ in product design and 
engineering 
Over 92° of these men have 
requested Industrial Equipment 
News. Reader verifications show 
that they use IEN for finding 
products they need. For more 
complete information about In- 
dustrial Equipment News read- 


in production 


| 
}1 
Engineers with plant, pro- | 
| 
| 


are an exclusive compilation by Industrial Marketing and must not be quoted or repro-| 


Unless otherwise noted, all publications are monthlies and have stand- 


Ceramic Industry 

Chemncal & Engineering News 
iw.) 

Chemical Engineering 

Chemical Processing 

Chemical Week 

Civil Engineering 

Coal Age 

Coal Mining 

Commercial Car Journal 

Construction Digest (bi-w.) 

Constructioneer (bi-w.) 
struction Equipment 

struction Methods & 

Equipment 

Construction News Monthly 

Constructor 

Contractors & Engineers 
Monthly (94gx14) 

Dairy Record 

Design News 

U.esel Progress (9x12) 

Distribution Age 

Drilling 

Drug & Cosmetic Industry 

Electric Light & Power 

Electrical Construction & 


Co 
Co 


Maintenance 
Electrical Engineering 
Electrical South 
Electrical West 
Ele at World (w.) 
Electronic 
Engineering & Mining 

J al 
t wert News Record 

“ 

Excavating Engineer 
Factory Management & 


Gas Age (bi-w.) 

Healing & Ventilating 

Heating, Piping & Aur 
Conditioning 

Ice Cream Review 


Industrial & Engineering 
Chemistry 
justrial Finishing 


(4 9x6! 2) 
Industry & Powe 
land Printe 
Interiors 
Iron Aye (w.) 
Lumbermar 
Machine & Tool Blue Book 
4 ox ) 
Machine Desig 
| Machinery 
Magazine of Building 
Mawitacturers Record 
Marine Engineering & Ship 
ping Review 
Mass Transportation 
Materials & Methods 
| Mechamecal Engineering 
Mechanization 
Metal Finishing 
Metal Progress 
Milk Deale 


Mill & Factory 
Mining Engineering 
Modern Machine Shop 
(4! 2x6! 2) 

Modern Mexais 
Modern Packaging 


Modern Plastics 
Modern Raslroads 
National Petroleum News 


ers, sce the new NIAA Report, 
one of the informative pieces in 
our new Media Data Reference 
File folder. A copy is yours for 
the asking 


iw.) 
National Provisioner (w.) 
National Safety News 

Qi! & Gas Journal (w) 
Orgame Finishing 

Pacific Builder & Engineer 
Packaging Parade (9% 4x12) 
Paper Industry 

Paper Mill News (w) 
Paper Trade Journal (w) 
Petroleum Enyineer 
Petroleum Processing 
Petroleum Refiner 

Pit & Quarry 

Plant 

Plant Eagineeriny 

Plating 

Power 

Power Engineering 
Practical Builder 

Printing Magazine 


Product Engineering 
Production Engineering & 
Management 


| Products Finishing 


(4! 9x6! 9) 
Progressive Architecture 


Purchasing 


Quick Frozen Foods & the 


Locker Plant 
Railway Age (w.) 
| Rastway Engieering & 
| Maintenance 
Railway Mechanical & 
| Electrical Engineer 
Railway Purchases & Stores 
Railway Signating & 
| Communications 
Roads & Streets 
Rock Pr ucts 
| Southern Lumber Journal 
Southern Lumberman 
Southern Power & Industr 
| Stee! w) 
| Supervision 
Telephone Enginee 
Telephony (w.) 
Textile Industrie 
Textile World 
Timberman 
* Tooling & Productior 
Thomas Publishing Company 5x”. 
461 Eighth Avenue, New York 1, N.Y eee 
Utihizatior 
REPRESENTATIVES—ATLANTA + BOSTON | Wastes Engineering 
ater & S ] ' 
CHICAGO + CLEVELAND + DETROIT | Water Works Enorecnine 
INDIANAPOLIS + LOS ANGELES | Welding Engineer 


PHILADELPHIA ° PITTSBURGH 


| Western Canner & Packer 
* Western Construction 


Pages ' 
1950 | 


168 
*258 


Page | 

1951 1950 | 

8*77 | Western Industry *72 *40 
| Wood Worker *66 *71 

Woodworking Digest 

(4! ox6! *205 *205 

World Ou! *180 *175 
World Petroleum 53 4 

Total 21,041 18,489 


| Publicat.ons are reported in 1/9 page units (ap- 


] 
PRODUCT NEWS GROUP | 
Volume figures for product news information| 


prox. 3! 4x434"") not in standard 7x10” pages. 
Electrical Equipment l 339 
Industrial Equipment News 831 793 
Industrial Maintenance 186 157 
New Equipment Digest 641 5 
Plastics World 3330 3280 
Product Design & 

Development 312 27 
Transportation Supply News 97 80 

Total 1/9 page units 2,758 2,458 
TRADE GROUP | 
A Conditioning & Refrigera j 

tion News (w.) 

(11! 9x16) §*50 *52 | 
American artisan 93 103} 
American Druggist 108 124) 
American Lumoerman & 

building Products 

Merchandiser (bi-w.) 173 lel 
Boot & Shoe Recorder 

(semi-mo.) *280 §*267 
Building Supply News 165 126 


Cham Store Age— 
Admimstration Edityc 


Combinatio ts 2 29 
Druggist Editions 54 79 
General Merchandise— 

Variety Store Editions 91 392 

Grocery Editions dud 146 
Depariment Store Economist 4 76 
Domestic Engineering 178 156 
Electrical Dealer 2» 53 
Electrical Merchandising 

(9x12) 145 138 
Electrical Wholesaling 86 86 
Farm Equipment Retailing Sy 63 
Farm Implement News 

(semi-mo. ) 136 153 
Florists’ Review (w.) $81 397 
Fuelont & Ort Heat lll 97 
Geyer's Topics 146 3125 
Glass Digest 30 29 
Hardware Age (bi-w.) eo / 
Hatchery & Feed— 

Central-Western edition 38 38 

Eastern edition 39 38 
Hosiery & Underwear Review 107 101 
Hosiery Lodustry Weekly 4 4 
Hosiery Merchandising 27 29 
implement & Tractor 

(bi-w.) 148 143 
Implement Pecord 55 
Industrial Distribution 212 178 
Jewelers’ Circular-Keystone 18) 182 
Leather & Shoes (w.) 115 ll4 
Lingerie Merchandising 45 48 
Liquor Store & Dispenser 373 973 
Motor 148 155 
Motor Age 127 119 
Motor Service (4! 4x6) 183 151 
NJ (National Jeweler) 

(5) gx73g) ee 161 166 
National Bottlers’ Gazette 75 §103 
Office Appliances ; 204 isl 
Photographic Trade News 6 60 
Plumbing & Heating Business 105 102 
Plumbing & Heating Journal 71 76 
Plumbing & Heating Whole 

saler aa 40 35 
Poultry Supply Dealer 30 33 
Progressive Grocer 

(4) gx7'4) 162 178 
Sheet Metal Worker *53 64 
Southern Automotive Journal 121 118 
Southern Hardware 117 lll 
Sporting Goods Dealer 146 lax 
Sports Age 9 78 
Super Market Merchandising 133 138 
Variety Merchandiser 

(459x659) ‘ ° 83 78 
Wood Construction & Building 

Materialist . 56 46 

Total 6,161 6,091 
CLASS GROUP 
Advertising Age (w.) 

(1034x14) - 3305 3265 
American Funeral Director 2°88 §*89 
American Hairdresser 49 49 
American Restaurant 983 $92 


Banking (7x10 3/16) 71 53 

Billboard (w.) (1054x1534) 2 

Chain Store Age— 
Fountain Restaurant 


Ad 


October Ad Volume 
for Business Papers 
Gains 10% over ‘50 

Cuicaco, Nov. 6—The tenth con- 
secutive monthly in business 
paper advertising volume was re- 
corded in October, according to 
Industrial Marketing’s monthly 
compilation, which shows 262 bus- 
iness papers carrying 33,908 pages 
of display advertising during the 
month, a gain of 3,176 pages, or 
10.3%, over October, 1950. | 

IM reports that cumulative fig-| 
ures for the year are also up, with 
an increase of 21,386 pages, or 
7.5%, over 1950 

The 156 industrial papers report- 
ing showed a gain for October of 
2,552 pages (13.85); year-to-date 
increase of the group is 18,980 
pages (11.2%). Seven product 
news publications gained 300 one-| 
ninth page units for the month, and 


rise 


| for the year the group has gained 


11.8% 

Trade publications, 54 reporting, | 
gained 70 pages (1.1%) for the 
month, but show a loss for the} 
year so far of 1,424 pages (2.4%).| 


A 154-page gain was registered by | 
class publications in October, and 
for the year the group is up 4.6%, 


or 1,127 pages 

Eighteen export papers gained 
100 pages (10.6%) last month, 
with a total gain for the year of 


170 pages (1.6%). 
MONTH OF — 


ages Pages 

1951 1950 

Industrial 21.041 18,489 

Product News* 2.758 2,458 

Trade 6.161 6.091 

Class 2.903 2.749 
Export 


1,04 945 
*Figures are for one-ninth page “‘standard units.” 


Pages 
1951 1950 

Embotellador (quarterly) 45 34 
Farmaceutico 39 33 
Hacienda (2 editions) lll 97 
El Hospital 20 18 
Ingenieria Internacional 

Construccion 98 
Ingemeria Internacional 

Industria 80 
McGraw-Hill Digest 34 » 
Petroleo Interamericano 43 
Pharmacy International 20 18 
Revista Aerea 

Latinoamericana ll 12 
Revista Rotaria 8 8 
Spanish Oral Hygiene 

(4-5/16x7-3/16) 37 31 
Textiles Panamericanos 55 

Total 1,045 945 


SIncludes a special issue 

*Includes classified advertising 

Estimated 

Four issues 

Five issues 
Does not include advertising in special Western 
section. 

Cumulative figures for 1950 not included. “The 
Plant’ began publication in April 1950. 
7x10 units, sold as pages 


WGN-TV Names Ted Weber 

Ted Weber, a member of the 
sales staff of WGN-TV, Chicago, 
has been promoted to western sales 
manager. Mr. Weber succeeds 
George W. Harvey, who has re- 
signed to become general manager 
of Station WFLA, Tampa, Fla 


Williamson Joins Florez 


Stanley W. Williamson, formerly 
sales promotion manager of Nash 


Motors, Detroit, has been ap- 
pointed director of the training 
division of Florez Inc., Detroit 
training and promotion service 
company. 


Goff to ‘Record-Stockman’ 

Richard Goff, who formerly had 
his own office in Denver as a di- 
rect mail consultant, has been ap- 
pointed head of national adver- 
tising and promotion for Record- 
Stockman, Denver livestock maga- 
zine. 


AMASCO Opens in Ailanta 


American Manufacturers & Sales 
Corp., specializing in marketing, 
sales, sales promotion and adver- 
tising for manufacturers of build- 
ing and maintenance specialties, 
has opened its offices at 306 Ponce 
de Leon Bldg., Atlanta. 


Bates to Dowd, Redfield 

Bennet Bates, formerly adver- 
tising manager of Anahist Co., 
Yonkers, has joined Dowd, Red- 


Combinations 20 20 
Cleaning & Laundry World 41 39 
Dental Survey . 113 115 
Fountain & Fast Food Service 41 

| Hospital Management 86 70 
Hotel Management 90 90 
| Hotel Monthly *50 *48 
Hote! World- Review 
(w.) (9! 4x14) *42 *40 
Industrial Marketing 120 110 
Journal of the American 
Medical Association (w.) 274 3*308 
Laundry Age 45 56 
Medical Economics 
(4! 4x634) 177 141 
Modern Beauty Shop 82 82 
Modern Medicine (sem 
mo.) (4! 4x634) 220 174 
Nation's Schools 119 
Oral Hygiene 
(4-5/16x7-3/16) 144 1M 
Proceedings of the I. R. E 3146 85 
Restaurant Management §90 399 
Scholastic Coach 36 40 
Schoo! Executive-Schoo! 
Equipment News 98 80 
What's New in Home 
Economics 91 108 
Total 2,903 2.749 
EXPORT GROUP 
American Automobile 
(overseas edition) 60 56 
American Exporter 
(2 editions) 150 132 
American Exporter Industrial 
(2 editions) 137 140 
Automovil Americano 68 77 
Caminos y Calles 29 26 


field & Johnstone, New York, as 
v.p. and copy director. 


| facturer 
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Thompson Joins Kerker 

Robert P. Thompson, formerly 
on the sales staff of KATE, Austin, 
Minn., has been appointed assist- 
ant copy-publicity director of Ker- 
ker-Peterson & Associates, Minne- 
apolis advertising production com- 
pany. 


Olian Gets American School 
American School, Chicago, high 
school correspondence course 
school, has appointed Olian Ad- 
vertising, Chicago, to handle its 
Gabriel Heatter sponsorship on 
Mutual on alternate Mondays. 


Perfume Import to Fradkin 

Perfume Import Co., New York, 
has appointed Fradkin Advertis- 
ing, New York, to handle its ra- 
dio advertising. Schedules for a 
national spot campaign are now 
being placed. 


W. Edrington Elected V. P. 

W. G. Edrington, general sales 
manager, has been elected v. p. 
in charge of sales and advertising 
for Dazey Corp., St. Louis, manu- 
of churns and kitchen 
helps. 


The most 
frequently 
quoted 
business 
publication 
in the world? 


That’s what many say about 
The Wall Street Journal. Frank- 
ly, we don’t know. We do know 
that The Journal's contents get 
a wide distribution — not only 


64 among the 211,233 subseribers in 


7 all 48 states, but also among 


those in the wide spheres these 
subscribers influence. 

These decision-making execu- 
tives must be well informed 
and they also help keep others 
informed on important business 
developments. These readers find 
the editorial matter of The 
Journal so informative and up- 
to-the-minute that requests to 
reprint articles are fre contin- 
uously. See how many varieties 
of businesses are represented by 
the originating sources of these 
requests, received by The Wall 
Street Journal in only a seven 
week period: 


Advertising Agency 
Agricultural Feed Mfgr. 
Appliance Mfgr. 
Bank 
Building Materials Mfgr 
Business Machine Mfgr. 
Cement Mfgr. 
Chamber of Commerce 
Chinchilla Ranch 
Civic Commission 
Educational Foundation 
Engineering Firm 
Farm Mashinery Mfgr. 
Housing Development 
Insurance Firm 
Magazine 
Medical Academy 
Oil Company 
Paper Cup Mfgr. 
Publishing Firm 
Radio Mfgr. 
Real Estate Board 
Savings-Loan Assn. 
State Department 
Textile Company 
Toilet Goods Mfgr. 
Trade Association 
University 
Utility 
‘Wood Products Mfar. 
If you advertise to business, 
The Wall Street Journal should 
head your list, too! 


The Wall Street Journal 
published at: 

New York Dallas 

Chicago San Francisco 
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NEW FOOD DISPLAY—A recent test made 

on this Cresco Co. food display unit in 

Boston, New York and Rochester showed 

sales increases as high os 500%. The 

display was designed and produced by 

the company’s agency, deGormo inc., 
New York. 


Topics Study Shows 
Increased Publicity 
for Consumer Ads 


New York, Nov. 5—lIncreased 
awareness among advertisers of 
the necessity of publicizing con- 
sumer advertising at the dealer 
level is indicated in a new study 
on how advertisers merchandise 
their consumer campaigns to drug 
and grocery retailers, just released 
by Topics Publishing Co. 

Estimated expenditures of con- 
sumer magazines in food and drug 
dealer publications from January 
to August, 1951, are presented in 
the survey. The five leading ad- 
vertisers among consumer maga- 
zines using space in food and drug 
papers are listed as follows: 

Life, $54,355; The Saturday Eve- 
ning Post, $37,355; Ladies’ Home 
Journal, $18,572; Better Homes & 
Gardens, $17,540; Cosmopolitan, 
$17,540. 

Publications which lead in men- 
tions in ads run in food dealer 
papers, the survey found to be as 
follows: Life, with 287 mentions; 
Good Housekeeping, with 183; 
newspapers (all), with 177; The 
Saturday Evening Post, with 160; 
and Look, with 146. 


@ In toiletries and drug dealer pa- 
pers, the following consumer pub- 
lications were most frequently 
mentioned in national advertisers’ 
copy: Life, with 407 mentions; 
Good Housekeeping. with 405; 
newspapers (all), with 289; The 
Saturday Evening Post, with 239; 
and Ladies’ Home Journal, with 
213. 

The tabulation also reveals that, 
in the food field, American Broad- 
casting Co. is most frequently 
mentioned among radio networks, 
with National Broadcasting Co. the 
most mentioned television net- 


LET'S LOOK AT 
EACH OTHER! 


We're looking 
for a company that's looking for 
an agency with a special talent 
for making small advertising 
budgets do a BIG selling job. 
Maybe we can serve YOU. 

Let's talk it over soon. 


Write: 
L. H. Gross 
and A 


Direct 


a 


Advertising 
185 N. Wobosh Ave., Chicage 1, Ill 


1951 


| work. Advertisers of drugs and 

' toiletries singled out ABC for most 
mentions in radio and CBS in tele- 
vision. 

The study also contains a com- 
plete list of nationally advertised 
products on whose behalf adver- 
tisers bought dealer advertising 
which emphasized consumer cam- 
paigns. 


Kitchen Named British Rep 
Haire Publishing Co., New York, 
has appointed Will Kitchen Jr., in 
London, to represent all Haire 
publications in Great Britain and 


Northern Ireland. John J. Roman, | 
repre-| 


in Switzerland, remains 
sentative for continental Europe. 


McAllister Joins Abbott 

C. L. McAllister, formerly oper- 
ator of his own agency in Bend, 
Ore., and publisher of the Bend 
Pilot, has joined the sales staff of 
Abbott, Kerns & Bell, 
Ore., commercial printer and litho- 
grapher. 


Byrne Joins Campbell-Ewaid 

Richard W. Byrne has joined the 
San Francisco staff of Campbell- 
Ewald Co. 


. lf Your Goods Are Sold Through Stores 


ACB reads every advertisement 
published in the 1,750 daily and 
Sunday newspapers of the U. S. 
and can furnish you with any 
information therein. 

For example, here is a prime 
source for knowledge of distrib- 
utor and retail trade connections 
... here you can tell exactly how 
your dealers are cooperating 
with you as compared with your 
competition. Here is the source 
for new products offered . 
new sales plans being tested out. 

These and many other impor- 
tant developments are revealed 


79 Madison Ave. * Phone: Murray Hill 5-7 


H 538 S. Clark St. * Phone: Wobash 2.6130 * 
Portland,| & Brings Business 161 Jefferson Ave. * Phone: 37-0595 
4 . 3 ; ; . 
H ‘Invisibles Into : 16 First Street * Phone: Sutter 1-8911 
. 

. . 

: SharpFocus’ : 

. . 

: sescnsssssnssnsnenet® 

S pccccocesosooser® 


ACB SERVICE OFFICES 


in detail by ACB’'s Newspaper 
Research Reports 

ACB reports have been used 
by leading merchandisers for 
many years. They are made up 
to your own specifications as to 
information or areas covered. 


Send Today... 


for a 24-page Catalog describ- 
ing and illustrating the 12 help- 
ful services which ACB will 
furnish to merchandisers. Gives 
details of cost, cov- 
erage, list of users, 
etc. 


302 * New York (16) 
Chicago (5) 

° Memphis (3) 
* San Francisco (5) 


a 


| , 
_ Bossy has a bad breath’ 
~ problem! 


A healthy cow exhales about two gallons 


LAs 


» 7 


of water per day; and a herd of a hundred, 
almost 6,000 gallons a month...In a tight 
barn, in cold weather, the trapped moisture 
makes doors and windows swell, walls and 
rafters get mouldy; the building rots and 
sags, hay spoils, disease increases, and milk 


production falls. 


So the smart dairy farmer air-conditions his barn 
... and SUCCESSFUL FARMING in a recent issue tells 
him how to do it, at an operating expense of $1 per 
cow per year, 

Architect, builder, ventilating engineer, traffic 
and maintenance expert ... as well as manufacturer 
ol grain, meat, milk, and eggs... the smart farmer 
finds that Successeunt Farwine is indispensable to 


his business — and his family. 


Farming is manufacturing . .. with problems of 
plant and production, layout, equipment efhciency, 
mechanization, manpower, management . . . getting 
greater output of crops and livestock. at lower unit 
costs, with higher profits 


Keeping pace with her husband's progress, the 


Mrs. Manutacturer wants the best in modern living 
...is the home decorator and designer, selecting 
draperies and floor covering, new furniture and 
furnishings, tv, labor saving electric appliances... 


is a major prospect for quality merchandise. 


Best market for manufacturers are the nation’s 
best farmers and their families best reached by 


SUCCESSFUL FarMinc, with more than a million 
circulation concentrated in the filteen agricultural 
Heart states...with the best brains, land, livestock, 
and plant, highest investment in buildings and 
machinery, largest yields and incomes. The average 
SF subscriber's yearly earnings easily exceed the U.S, 
farm average by 50°; 

Advertising in general media misses much of the 
nation’s best farm audience needs SUCCESSEUL 
FARMING to balance your national advertising effort 
With potent penetration, high readership, broad 
influence based on almost a hall century of service, 
SUCCESSHUL FARMING is your greatest advertising 


opportunity today. Ask any SF othce for full facts 


Merepitn Pustisninc Company, 
Des Moines, also New York, Chicago 
Cleveland, Detroit, Atlanta 


San Francisco, Los Angeles 


» 
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Felch Appoints Kahn Agency 
Felch & Co., Providence, R. L, 
manufacturer of Danecraft sterlin 
silver jewelry, has appointe 
George N. Kahn Co., New York, 
as agency. Business papers and 
fashion magazines will be used 


Gillette Sponsors Game 
Gillette razor blades will spon- 
sor the televising of the New 
Year’s day Orange Bow! football 
game in Miami over WTVJ, Miami. 


Build Volume 
at LOWER 
SALES COST 


Deor-to-door Selling—bet- 
ter known os DIRECT 
SELLING — Is building 
giant volume quickly for 
mony monvfacturers i 
may be your answer to 
present doy complex sales 
problems. Direct Selling Is 
fully explained in fascinat- 
Ing booklet—moiled FREE. 
Please write on your let- 
terhead 


the Facts 
about 
DOOR 
to 
DOOR 
Selling! 


Dept. AP2, Chicago 4, Il, 
ITY MAGAZINE 
28 E. Jackson Bivd. 


Along the Media Path 


e@ Implementos y Tractores, new 
Spanish language publication de- 
voted to farm equipment, and pub- 
lished by Implement & Tractor, 
Graphic Arts Bldg., Kansas City, 
Mo., will bow in March, 1952. Edi- 
torial coverage will be similar to 
that of the parent magazine, re- 
porting all significant develop- 
ments in U. S. agriculture, new 
and experimental techniques in 
power farming and new American 
built farm equipment. The publica- 


| tion is the first and only one of its 
| kind for the overseas farm equip- 
} ment market 


Circulation will exceed 8,000 
controlled, comprising coverage of 
all rated importers, distributors 
and dealers in farm machinery in 
Latin American and other Span- 
ish-speaking countries. Coverage 
also includes top-rated service 


shops, large plantations, govern- 
ment officials, buying commissions, 
libraries, schools, etc 


@ Quick has announced that it is 
fulfilling “the largest page con- 
tract in consumer magazine his- 
tory” for Curtiss Candy Co., Chi- 


cago—-52 bleed centerspreads in 
four colors. Curtiss started the 
weekly schedule in Quick last 
February. 


The Quick announcement came 
during the first showing of the 
magazine’s new Kodachrome slide 
presentation, “Ads That Work.” 
The presentation involves unre- 
hearsed, scriptless interviews with 
advertising and sales executives 
of Curtiss which point up how 
Curtiss has used the magazine, 
how retailers react to it and how 
the ads have helped sales. The 
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presentation also provides details 


|of a McKesson & Robbins promo- 


tion which included the distribu- 
tion of 650,006 copies of Quick by 
McKesson & Robbins. These mer- 
chandising copies carried local 
druggists’ names on the first page 
of a four-page insert. 


e A 25-minute slide film on San 


| Antonio, its scenic features, peo- 


ple, stores, homes and shopping 
centers, has been produced by the 
San Antonio Express and News. 
The film, which includes data on 


a readership study of San Antonio | 


papers made last April by Ar- 


thur F. Geisler of Trinity Univer-| 


sity’s business administration de- 
partment, is being shown to agen- 
cy executives, advertisers and sales 
executives by officials of John 
Budd Co., which represents the 
newspapers. 


@ American Builder, Chicago, has 
a new slide presentation, “A Hi 
tory of American Builder and the 
Light Construction Industry,” 
which traces the industry from 


age 
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TELEPHONE BOOK 
COVER STOCK 
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THE SORG PAPER COMPANY = Middletown, Ohio 


Manufacturers of Printing and. Specialty Papers 


SALES OFFICES AND 
K BOSTON: 


PHILADELPHIA - 
ST. LOUIS EOBANGELES 
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CHICAGO eo 


is- | 


| 1879 to the present, and deals with 
editorial campaigns the magazine 
has conducted since 1930. 


e The New York Sunday News is 
| now printing a special Nassau and 
Suffolk section which is circulated 
only in the county of Nassau and 
that part of Suffolk County within 
the New York 50-mile area. Edi- 
| torially, the section carries materi- 
al to attract the attention of fami- 
lies in this area 

|@ In “Oral Hygiene Tries to Be a 
| Little Gent,” the Pittsburgh pub- 
lication espouses a policy of posi- 
tive promotion. “Trying to be a 
| little gent—trying to avoid nega- 
| tive promotion—is, in our opinion, 
| just good sense,” it points out. 
|@ Factory Equipment & Production 
| Information, Chicago, has put out a 
| new card-file style media data file, 
which includes information on the 
market covered, readers, volume of 
buying in market served, space 
rates, etc 


e@ WMAQ, Chicago, has a new pro- 
motion plan at the point of sale, 
under which advertisers contract- 
ing for a net expenditure of $1,000 
weekly in time costs for 13 weeks 
or more receive special promotion 
in 604 retail food stores in the 
Chicago area. 


' 

@ The November issue of Progres- 
| sive Farmer is reported to be the 
biggest in its 65-year history, 
showing a gain of 12% over a year 
ago in linage. It also reports that 
present circulation of 1,185,000 is 
an alltime high 


e@ Modern Metals’ newest booklet 


details the growth of the light 
metals market—aluminum, mag- 
}nesium and titanium—in relation 


to non-ferrous metals in general 
“Light Metals in 1952” also takes 
a look at the readership of the 
| magazine within the industry 


e@ Progressive Grocer has pub- 
lished a two-table breakdown of 
the grocery business in each of the 
largest 90 metropolitan areas. One 
table gives the number of stores 
and sales for independents and 
chains in each state. The other 
gives similar information for 90 
metropolitan areas. Figures are 
based on the 1948 Census of Busi- 
ness 


e Advertisers in Modern Medicine 
are receiving a detailed analysis 
of the semi-monthly’s record for 
the past year. 


e@ The seventh annual “Survey of 
Operating Experience of Men's 
Wear Stores” has been released by 
Men’s Wear Magazine. The survey 
was made under a Men’s Wear 
grant by the New York University 
school of retailing 


e The Courier-Post, Camden, 
N. J., has begun distribution of a 
‘new drug route list and maps of 
Camden and South Jersey. 


e Another go-to-school-by-televi- 
sion course has been started, this 
one by KSL-TV, Salt Lake City, in 
cooperation with the University of 
Utah. Listeners can become eligi- 
ble for full university credits upon 
completion of the courses 


e@ The Spokane Spokesman-Re- 
view has raised its newsstand price 
to 7¢ and weekly subscriptions to 
45¢. New rates, the paper an- 
nounced, are caused by increased 
production and distribution costs. 
The Sunday edition remains the 
same, at 15¢. 


e@ WFMY-TV, Greensboro, N. C., 
is distributing a new coverage re- 
port on reception, dealing with 
viewers’ comments on how the sta- 
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tion’s recent power increase to! 
5,000 watts affects their reception. 
Also included in the booklet is 
market data information for the 
Greensboro area. 


} 


e@ Associated Business Publica- 
tions, New York, has mailed to 
member publishers copies of a Mc- 
Graw-Hill booklet covering the 
why and how of business paper! 
readership 


e@ A new research report prepared 
by Time covers the group of peo- 
ple who, “because of their positions 
in government, business, the pro- 
fessions and education, influence 
the opinions of all the public.” The 
object of the survey was to deter- 
mine what magazines these people 
read. The results are available in 
Research Report No. 1110. 


e@ The Hartford Times is continu- 
ing, for the third straight year, to 
distribute current affairs film 
strips to schools in central Con- 
necticut to be used as visual teach- 
ing aids for students. 


e As a promotion piece, the Call- 
er-Times, Corpus Christi, Tex., is’ 
sending out reprints of the Dallas! 
Federal Reserve bank’s monthly) 
review, which is devoted entirely 
to Corpus Christi 


e@ The Houston Chronicle recently 
awarded a U. S. savings bond to 
the lucky woman who placed the 
1,000,000th classified ad in the 
paper for 1951. 


e WLW-T, Cincinnati, has begun 
programming of the new public 
service feature called “Finding 
Your Way.” The program is de- 
signed to provide an opportunity 
for people to discuss questions in 
which they are specially interested. 
worrisome situations or serious 
problems that trouble them, and 
features a person qualified to help 
them find the answers to their 
questions and ways to solve their! 
problems 


e Scholastic Magazines, New} 
York, is currently distributing 14,- 
000 posters, as part of its movie 
poster service, which tie in with 
MGM's “Quo Vadis.” The posters, 
in Latin, are going to foreign lan- 
guage teachers in eight cities 


e WMAR-TV, Baltimore, in cele- | 
bration of its fourth anniversary of | 
telecasting on Oct. 27, has pub- 
lished a booklet covering the tele- 
vision highlights of those years, 
and delineating its programs on 
education, public service, remotes, 
sports, etc 


e Parade is readying a new series 
of fashion articles featuring ready- 
to-wear and accessories. The series 
will be prepared by Maybelle F. 
Hall, president of Maybelle F. Hall 
Co., New York agency. 


e@ Ordnance, bi-monthly publica- 
tion of the American Ordnance 
Assn., Washington, has published 


$15 BILLION | 
TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM 
IN THE NEGRO MARKET 


Strike ft rich! A little digging with the right 

‘ool will pay off big in sales and pi 

the right tool to use in the vast Negro market 
the newspapers 


1s their own Race publications, 

and magazines they welcome into their homes. 

No one can afford to overlook a market of 15 

million people spending $15 billion @ year on 

every conceivable type of merchan | 
cially when a large portion of this market can | 
be claimed at little effort and cost iegroes are 

intensely loyal to their own publications; they‘l! 

respond to sales m they see there; so 

be sure your message reaches this $15 billion 

market—and reaches it the best way! Por ful) 

details write United 

Fifth Ave., N. ¥., serving America’s leading 
advertisers for over a decade 

for «= publication that 
celle the cream of this 


each 
news 
ete 
the 


states 


a booklet detailing the services of 
the magazine and containing data 
on the ordnance market. Copies of 
the presentation are available upon 
request from advertisers and their 


| agencies. 


‘Racquet’ Magazine Bows 

The Racquet, a new monthly for 
tennis, squash and badminton en- 
thusiasts, bowed Nov. 1 with a 
guaranteed circulation of 10,000. 
Edited and published by Oliver 
Rea, the magazine succeeds 
American Lawn Tennis, which had 
been published since 1907. Albert 
Grunow, formerly with the Social 
Spectator, is advertising manager 
One-time page rate is $198. 


H. A. Lyles Opens Agency 

Harry Arthur Lyles, former 
partner in the recently dissolved 
agency of Manchester & Lyles, has 
opened his own agency, Harry 
Arthur Lyles Advertising, at 924 
19th St., N. W., Washington. 
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There’s a whale of a difference between “news” and 
“News.” And which is meant, depends on whether you 
use an upper- or a lower-case initial. 


In the same way, it makes a big difference whether 


you use a capital “C” on Coke 


the friendly abbrevi- 


ation for Coca-Cola. Spelled with a lower-case initial, 
it means something else entirely. 


Coke is a proper name. Therefore, correct usage calls 
for the capital initial always—just as you use a capital 
initial when you write News and mean the name 


of a paper. 


Also, Coke is a registered trade-mark. Good practice 


THE COCA-COLA COMPANY 


requires the owner of a trade-mark to protect it dili- 
gently. That’s another reason why we keep asking you 
when you 


to use the capital “C” use Coke in print. 


Ask for it either way 
both trade-marks 
mean the same thing. 
PEG US Pal OFF 


Coke © 


REG US PAT OFF 
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Lenoftt Joins Brisacher F. ]. Wachter Elected V. P. 
Jerome H. Lenoff, formerly with Frederick J. Wachter, associate 
* Emil Mogu! Co.. New York, has copy director, has been elected a 
joined Brisacher, Wheeler & Staff, v.p. in the Chicago office of Erwin, 
New York, as art director. Wasey & Co. 
PROMINENT FOOD BROKER 
ENDORSES SIOUX CITY NEWSPAPERS 
| have long believed that an advertising message told 
mply and truthfully will do a good selling job, regardless 
of the nature of the product," reports John O. Knutson of 
the John O. Knutson Co., food brokers in 
S «Sioux City, lowa. 
Kc: ‘lL also know that if an advertising message 
is to be effective it must be placed in a me 
dium that reaches potential buyers. That 
why | believe in using Sioux City Journal 
: & Journal-Tribune newspapers for complete 
coverage of our retail market*. 
4 J. O. Knutson Sioux City, lowe is located in the heart of 
the rich midwest, has a metropolitan area population of 
* 103.917 and is the third largest stocker feeder market 


n the notion. 


*Sioux City A.B.C. Retail Trade Area (49 counties in 
lowo, Nebraska, South Dakota, Minnesota). Popu- 
lation—818,400 “Buy Minded” people. 
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Appliances Sold 
Supermart Style 
in San Diego 


San Dreco, Cat., Nov. 6—The 
appliance retailing industry has 
received something of a jolt in 


watching the operations of a newly 
opened “appliance supermarket” 
here. 

Kenn Dennstedt, who has turned 
his Dennstedt Electro Mart from a 
conventional appliance outlet into 
a supermarket which features self- 
service, cut prices :nd long lines 
of heavy merchandise, thinks it 
will set a new pattern in the in- 
dustry 

William Phillips, account execu- 
tive and partner in the Phillips- 
Ramsey agency here, who helped 
draw up the new plan of operation, 
is inclined to agree 

Mr. Phillips reasons that the ap- 
pliance business as operated con- 
ventionally is completely under the 
control of the manufacturers. The 
manufacturers have done a marvel- 


» 


“At this ratio, we could 


carry 
38 minutes of commercials per hour.” 


Yes, if radio worked on the same basis as many newspapers, 


64°) of air time would be commercials! 


Maybe that's another reason why people spend 66% 


with radio than with newspapers in the WAVE area! 


gives you 1000 one-minute, Class-A impressions for only 37¢ 


Facts above are from sctentific, authoritative survey 
made by Dr. Raymond A Kemper (head of the 
Psychological Services Center, University of Louistille) 
in WAVE area, July, 1951. Copy on request 


5060 WATTS :e NBC 


Free & Peters, Inc., Exclusive National 


more time 


WAVE, however, works on about a 10°% ratio, and still 


‘ 


WAVE 


LOUISVILLE 


Representatives 


CHOCOLATE MOUNTAIN—Smiling youngster of right is happily contemplating 
the world’s largest display of chocolate—five tons of Nestle’s bars—set up in « 
Liggett drugstore in New York. This is the largest single order ever placed by 
o drugstore retailer. Liggett officials say mass display is new trend in chocolete 
merchandising and part of a campaign to focus confectionery buying in drugstores. 


ous job of creating great demand, 
he thinks, but they have kept so 


complete a control of selling—from | 


prices to distributorships 
retail outlet has had no individu- 
ality. 


® “So a manufacturer pays half 
the cost of space in a retailer's 
local newspaper,” Mr. Phillips said 
“The mat comes in, the retailer 
has his name set under the pre- 
pared brand text. The reader sees 
the ad and says, ‘That's fine, I'll 
buy one of those.’ Then on his way 
downtown he goes into the first 
store he sees with that line of mer- 
chandise. 

“The manufacturer has made a 
sale. The retailer has not. There 
was no point of difference between 
his store and merchandise and that 
of all his competitors carrying the 
same line. With federal credit re- 
strictions the retailer can't even 
offer a better deal on time pay- 
ments. They, too, are standardized.” 

A huge clearance sale which was 
combined with offering of addi- 
tional merchandise such as light- 
ers, pens and records brought out 
that line of thinking. 

The store did more business on 
one Saturday than it had done in 
anentire previous month. The suc- 
cessful was credited to em- 
phasis on price of standard-price 
refrigerators and stoves and other 
appliances. 


sale 


e Mr. Dennstedt said: “We are 
stocking 50°% more items. We are 
buying direct from manufacturers, 
often bypassing distributors in or- 
der to obtain lower prices on 
standard advertised items. Wher- 
ever possible we will disregard 
fixed prices to bring mass volume 


that the | 


gives facts about the merchandise 
There are trained advisers avail- 
able to give customers additional 
facts, but high pressure selling is 
eliminated in favor of supermarket 
mass distribution techniques.” 
The remodeled store is the re- 
sult, too, of a study of heavy traf- 
fic items which are placed strategi- 
cally. The record department, for 
example, was found to be one 
which pulled heaviest. So it was 
placed at the rear of the second 
floor. Customers pass long aisles of 
gleaming new stoves and refrigera- 


tors to reach it. 
The lines have been broadened 
to get more heavy traffic items 


There are such things on the super- 
market shelves as Ronson lighters, 


Parker pens and _ fair-traded 
phonograph records at reduced 
prices. 

Later there will be household 


utensils and a jewelry department 
which will include watches, but not 
expensive items 


Dowd Names Victor North 
V. P. on Retail Sale Accounts 
Victor North, formerly sales 
promotion manager of Stern Bros., 
New York, has joined John C 
Dowd Inc., Bos- 
ton, and Dowd, 
Redfield & John- 
stone Inc., New 
York, affiliated 
advertising agen- 
cies, as v.p. spe- 
cializing on the 
accounts of man- 
ufacturers whose 
goods move to 
markets through 
retail channels. 


Victor North 


Prior to join- 
ing Stern Bros., 
sales promotion 


Mr. North was 


prices to our customers. We have | manager of G. Fox & Co., Hartford: 


cut salesmen’s commissions in half, 


Rich's, Atlanta; Miller & Rhoads, 


and so far they all are making | Richmond, and assistant publicity 


more money than they did previ- | 


ously.” 

Mr. Dennstedt toured major re- 
tail marketing centers before going 
ahead with the supermarket plan 
He said that nowhere, including 
New York and Chicago, where he 
spent considerable time checking. 
has he found the supermarket sys- 
tem applied to appliance merchan- 
dising 

“Our store is to the average ap- 
pliance store what the modern 
food supermarket to the old 
family grocery store,” he stated 


is 


® “Self-service is utilized just as it 
has been in the grocery field. Each 


| item carries a research report that 


rector of R. H. Macy Co., New 
ork 


Stehli Appoints Anita Pine 

Anita Pine, formerly account 
executive with Hirshon-Garfield, 
New York, has been appointed by 
Stehli & Co., New York, rayon, silk 
and nylon piece goods producer, 
to the newly created post of fash- 
ion coordinator and promotion di- 
rector 


Foundation Names Roberts 

Wil Roberts Advertising, Phila- 
delphia, has been appointed to 
handle advertising and public re- 
lations for Pop Warner National 
Foundation, Philadelphia, an or- 
ganization dedicated to the char- 
acter building of youngsters. 
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Advertising 


Coming 
Conventions 


Nov 


Assn 


12-15. Financial Public 
annual convention, 
Beach Hotel, Hollywood, Fla 

Nov. 13. First District, Advertising Fed- 
eretion of America, Boston 

Nov 13. Michigan Council, American 
Assn. of Advertising Agencies, Detroit 

Noy. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago. 

Nov. 18-21. Public Relations Society of 
America, fourth annual conference, Edge- 
water Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 


Relations 
Hollywood 


Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 

Jan, 19-20, 1952. National Advertising 


Agency Network, western regional meet- 
ing. Nicollet Hotel, Minneapolis 


Jan. 21-23, 1952. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago 

Jan. 24-26, 1952. Advertising Assn. of 
the West, midwinter conference, Oak- 
land, Cal 

Jan. 25-26, 1952. Assn. of Railroad Ad- 
vertising Managers, Sheraton Hotel, St 
Louis 

Jan. 26-27, 1952. National Advertising 
Agency Network, eastern regional meet- 


ing, New Weston Hotel, New York 

Feb. 8-9, 1952. Pennsylvania Newspaper 
Publishers’ Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg 

April 1-3, 1952. Point of Purchase Ad 
vertising Institute annual symposium 
Waldorf-Astoria Hotel, New York 

May 25-28, 1952. National Business 
Publications spring meeting Skytop 
Lodge, Skytop, Pa 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New York 


June 22-26, 1952. Advertising Assn. of 
the West, annual convention, Olympic 
Hotel, Seattle 

June 29-July 2. 1952. National Indus 
trial Advertisers Assn., annual conference, 
Palmer House, Chicago 

June 10-14, 1953. National Business Pub- 
lications spring meeting, Broadmoor 


Hotel, Colorado Springs. Colo 


Warman Gets 4 Accounts 


Warman & Co., Buffalo, has ac- 
quired the following accounts: 
United Refining Co. and Emb!’sm 
Oil Co., both of Warren, Pa. (for- 
merly, both companies placed their 
advertising direct); American 
District Steam Co., North Tona- 
wanda, N. Y., manufacturer of ex- 
pansion joints and industrial 
steam-handling equipment (Squi- 
er & Davis, Buffalo, handled the 
account previously), and Kaustine 
Co., Perry, N. Y., manufacturer of 
forced warm air furnaces, air con- 
ditioning systems, and septic, oil 
and gasoline storage tanks (the 
company placed advertising direct 
in the past). 


Richard Russell Resigns 

Richard C. Russell, assistant to 
the publisher of the Beverly Hills 
Citizen for the past two years, has 
resigned. Before joining the Citi- 
zen he had been with the Los An- 
geles Times, and for many years 
with the Los Angeles Downtown 
Shopping News. 
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RUBBER 


OVER TISING 


DOLLARS 


lt is ACTION! DRAMATIC! EXCITING! 
it's a RIOT! NOTHING LIKE IT FOR— 
* CONVENTIONS * COUNTY and 
STATE FAIRS * SPECIAL ADVERTIS- 
ING DEALS * DIRECT MAIL and 
DEALER TIE-IN ADVERTISING 
Rubber Money hos no equal—Not only yells 
your Advertising message but actually ‘“‘DEM- 
ONSTRATES' it in a novel way your pros- 
pects will understand Seve Money’ — 
“STRETCH DOLLARS is a must for ail 
buyers. “Rubber Money’ strikes home in o 
very unusual, effective and inexpensive way. 
Never fails to create “Good Will’ for sales- 
men and deciers—in foct RUBBER BUCKS cre 
TOPS in low cost advertising. Write, wire or 
phone for samples and prices. No obligation 


H. MEINHARDT&CO., Inc., Dept. AA-11 
4218 LINCOLN AVE. = CHICAGO 18, ILL. 
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Seiden Joins CBS 


Stanley Seiden, formerly press 
representative for Shubert Pro- 
ductions and Olsen and Johnson, 
has joined the CBS press infor- 
mation office in Hollywood. He 
replaces Arthur Sawyer, who has 
been transferred to the sales pro- 
motion department of KNX and 
the Columbia Pacific Network as 
copywriter. 


Thompson Joins Catalina 

Lyman Thompson, who has 
served on the plans board of N. W. 
Ayer & Son, Philadelphia, and in 
the advertising department of 
Time Inc., New York, has been 
appointed executive assistant to 
the president of Catalina Inc., Los 
Angeles, swimwear and sweater 
manufacturer. 


Two Join Station KXO 


Doug Caplette, formerly manag- 
er of KREO, Indio, Cal., and Mare 
Hanan, formerly with KSYC, 
Yreka, Cal., have joined KXO, El 
Centro, Cal., as account repre- 
sentatives. 


59 


| . . | ! 
for every training and 


promotional requirement 
in color or black and white 


King 


STUDIOS INC. 


' 


} 601 N. FAIRBANKS CT. CHICAGO, ILL. DEleware 7-0400 


51 EAST SIST ST. NEW YORK 
1928 GUARDIAN BLDG. DETROIT 
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Downtown San Francisco where Whaley TAXI- 
POSTERS ride on 120 cabs of DeSoto Sedan 
Service, Red @ White and Home Cab Companies. 


FRONT. .-for Taxiposters! 


The Outdoor Advertising Easiest To See 


No side-glances . . no up-glances . . no neck-twisting .. EYES FRONT! 


@ Fort 


@ Fo 


he motorists: Head-on ads riding the backs of the cars in front. 


r the pedestrians: Face-to-face messages moving slowly 


at eye-level down the middle of main street. 


TAXIPOSTER SHOWINGS 


WHALEY 


NOW OPERA 


For the bus-riders: Eye-arresting spots of color in 
the traffic flow directly outside their windows. 


WILLIAM E. WHALEY COMPANY 
136 So. Fourth Ave., Louisville 2, Kentucky. 


CAN BE MADE IN 10 DAYS FROM RECEIPT OF COPY IN ANY CITY WHERE SPACE IS AVAILABLE 


TAXIPOSTER ADVERTISING 


TING IN 103 CITIES COAST TO COAST 
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Advertising Age, November 12, 1951 


Information for Advertisers | 


Figure all cap 
two) 30 letters and spaces per line; upper & lower case 40 
lines for box number. Deadline Wednesday noon 12 days 


Rates 
lines (maximum 


9@¢ per line, minimum charge $360. Cash with order 


No. 4163. Studies of Present-Day 
Effectiveness of Business Paper 
Advertising. 

McGraw-Hill Publishing Co. has 
prepared this new portfolio of 
case histories of present-day busi- 
ness paper advertising campaigns 
Entitled, “Examples—Business Pa- 
per Advertising at Work,” the 
portfolio contains 16 separate stud- 
ies of recent business paper cam- 
paigns broken down as to purpose 
(such as increasing preference, 
maintaining markets, increasing 
sales, easing economic pressures, 
etc.), with the result story in each 
instance 
No, 4164. Inside the Washington 

Market. 

“Market Facts About Washing- 
ton, D. C.” is a new booklet of- 
fered by the Washington Star 
covering population, salaries, gov- 
ernment, wholesale trade, amuse- 
ments, retail trade, tourist courts, 
service trade, hotels, etc. Washing- 
ton is now our 10th city in popu- 
lation (1,464,000) and it is inter- 
esting to note that while the gov- 
ernment payroll is a steadying fac- 
tor, it accounts, for but 45.2% of 
the total income. This is a new 
picture of the Washington market. 


No. 4165. New Study of Oil Indus- 

try 

The Oil Forum offers a new 
market-and-media data book, cov- 
ering the market, the specifying 
and buying responsibility, the ex- 
port field, and an analysis of prod- 
uct-information inquiries which 
makes a good guide to the needs 
‘of the industry. Editorial and cir- 
culation data round out the pic- 
ture. 


Note: Inquiries for the items listed above will not be serviced beyond Dec, 24. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


NAME 
COMPANY 
ADDRESS 

city & ZONE 


Per line. Add two 


P <P ion date. Display classified takes card rate of $12.00 per | 
column inch. Regular card discounts, size and frequency, apply on display. | 


No. 4166. Breakdown of Iowa 

Market. | 

The Des Moines Register and) POSITIONS WANTED 
Tribune present a comprehensive LET'S TALK THIS OVER 


new book, “Iowa—2,600,000 Peo- Advertising and Sales promotion executive 

sd , . P ss ai P sified photographic service, involving all with creative experience seeks position in 
ple,” which affords a detailed and | manner of aaiie and field work, together a growing organization that needs ver- 
objective view of the entire state 


HELP WANTED 


DISTRICT MANAGERS 
Our business of rendering a highly diver- 


Please send me the following (insert number of each item wanted 


with volume production of finest photo- satile and energetic peasy pound bo build 
. : raphic c rela t in all cata- roductive advertising and promotion pro- 
as a market County-by-county in- graphic commercial printing in all cata Pp 
formation is tabulated as to popu-| 


lation, dwelling units, effective 
buying income, retail sales, food 
sales, drug sales, furniture, lum- 
ber, apparel, general merchandise, 
auto registrations, etc. Detailed 
circulation data are then provided, 
and the book ends with a useful 


gories, 


has led to a business expansion 
which now requires the filling of several 


key spots with district representatives 
A generous minimum income is assured, 
plus a natural opportunity for much 
higher earnings. If you have the mer- 


chandising and creative instinct to assist 
clients 


in developing their photographic 
requirements, this is your opening for in- 
teresting and lucrative advancement 
Write, giving what vou think are your 
credentials for the job 

West-Dempster Co., Grand Rapids 2, Mich 


directory of cities and towns by 
county and population. Useful in 
mapping out sales territories, etc 


No. 4167. Grocery Chains vs. In- 


COPYWRITER WANTED—SPARE TIME 
to help re-edit instruction material and 
write quarterly news letters. Experience 
unnecessary. Must be able to write plain, 
Simple, Easy-To-Read English 

Box 4115, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


dependents 

The Progressive Grocer offers a 
new tabulation, “Grocery Stores— 
Sales and Numbers,” in which one} 
table gives the number of stores 
and sales for independents and 
chains in each state, while the 
other gives similar information for | 
90 metropolitan areas. Informa- 
tion on metropolitan areas has not | 
heretofore been available. Inter- 
esting variations and developments 
are to be noted 


| 

No. 4169. New Study of Grand | 
Rapids Area. | 
“The Billion Dollar Western 


Michigan Market" is a new book} 
offered by The Grand Rapids) 
Press, covering population, home! 
ownership, employment, income, | 
retail sales, etc. County-by-county | 
tabulations, plus maps, present a 
quick picture of the market. Full} 
media information is included. 


TITLE 


STATE 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE 
Result-reports from advertisers prove 
| that it gets jobs for men. and men for 
jobs, in all salary brackets and in all 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 


ASSISTANT SALES MANAGER 
One of the leading manufacturers of plas- 
tic housewares doing national advertis- 
ing wants man with solid background of 
experience in merchandising and selling 
of housewares. Will work with salesmen 
in field and major chain stores. For man 
willing to WORK and GROW with this 
company there's plenty of opportunity for 
promotion. Age 30-35. Salary open. Give 
outline of experience and personal back- 
ground together with recent photograph 
Replies will be held in strictest confi- 
dence 

Box 4099, ADVERTISING AGE, 

290 E. Illinois St.. Chicago 11, Ill 


SALESMAN - Photoengraving - 
Large quality firm. Good drawing account 


A desirable opportunity for experienced 
man who has proper connections and can 
produce enough business to earn sub- 


stantial five figure sum 
Box 4114, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill 
PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-La y out- 


| Radio-TV-Production and Salesmen 


THE HONES COMPANY 

14 E. Jackson Bivd Chicago 4, 
DESPERATE—Well established manufac- 
turer need direct mail advertising man. In 
circularising—mailings—production and all 
details including lists ete. Salary open 
with opportunity. P. O. Box 869, Alliance, 
Ohio 


MAN WITH ONE HEAD 
An honest sort of giy with a nice smile 
who knows newspaper and radio station 
business. Travel U.S.A. for us and you 
may make a fortune and or become top 
man in aggressive young corporation 


Colson & Co., Inc. 
Dallas, Texas 
WANTED: Executive with outstanding 
leadership ability willing to travel ex- 
tensively, for position as Director of 
Fund Raising for national health and 
welfare organization. Educational back- 
ground and experience in business ad- 


ministration, community organization and 
public relations desired. Knowledge of 
development of promotional materials and 
ability to direct nationwide fund raising 
appeal essential. Must be effective public 
speaker 
Box 4097, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 7-2063 Chicago 


gram 
Can present evidence of definite achieve- 
ment and record of demonstrated ability 
to manage planning, creative and product- 


ion aspects of sales training, promotion 
and advertising § activities Experience 
covers wholesale and retail lines, auto- 


motive products and intangibles. 


Present position involves planning and 
direction of sales promotion and adver- 
tising activities of national trade associa- 
tion in Chicago. Conditions of current em- 
ployment satisfactory but desire to apply 
ability and ideas in product promotion 
Present salary in five figures but willing 
to negotiate if real opportunity and predi- 
ctable potential exists 


Married, 37 years old, will re-locate 
Particularly interested in affiliation with 
organization located in medium sized city 
where opportunity exists to become part 
of community and develop closer personal 
associations in business contacts 
Box 4117, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
I'M SIMPLE-MINDED 
—by the time I get an idea down to where 
I can understand it—anyone can! 
IM LAZY 
—too lazy to write long-winded 
other folks are too busy to read’ 
Over 20 years working for GENIUSES, 
so I should know MERCHANDISING, 
COPY MEDIA, PRODUCTION. 
Present salary $10,000 a year 
wife needs more money 


copy 


but my 


WANTED 
Assistant Advertising Manager 


The man we're seeking will not only be 
the assistant to our advertising manager, 
he'll be the advertising manager for long 
periods of time—be able to “pinch hit" 
as top man 


We believe he should have about ten 
years of experience under his belt, either 
as an agency man or as advertising man- 
ager of a company 


He should be able to judge good advertis- 
ing and also to present it well to our 
executives—a man with a good person- 
ality, and a man who tackles a job with 
sincerity and enthusiasm 


We picture such a man as being 35 

perhaps 40-—with a good imagination, 
and a record that shows pretty clearly 
that he gets along well with people and 
that he has a high sense of loyalty 
Ambitious. too—that's the reason this 
job would interest him 


Added attractions to us would be: ex- 
perience in direct mail and sales promo- 
tion, newspaper experience, some know!- 
edge of foreign sales and advertising 
knowledge of the petroleum field—these, 
however, are merely desirable, not musts 


enough to in- 
man-—who is no doubt 
possibly in a spot 
is questionable. Our 
own personnel knows about this adver- 
tisement, and replies will be held in 
strictest confidence. For obvious reasons 
we request replies to be sent to Box 8004, 
Advertising Age. 11 E 47th St New 
York 17. N.Y 


The salary is important 
terest the right 
now employed but 


where advancement 


Box 4122, ADVERTISING AGE. 


11 E. 47th St., New York 17, N. ¥ 
ART DIRECTOR 
16 yrs. exp. in all phases of nat'l pro- 
motional, packaging and display adv Con | 
contact and sell ideas. Rich creative abil- 
ity with merchandising know-how 
Box 4118, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Ill 
SPACE SALESMAN N. Y. & East 20 years 
experience trade and consumer publica- 
tions. $10,000 man, now employed, offers 
his resultful services to an enterprising 
publisher of an initial $5,200.00 a vear 
basis until his productive ability is spe- 
cifically established 
Box 4036, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill 
ADVERTISING MANAGER 
Strong creative and merchandising ability 
14 years broad experience in industrial 
and promotional advertising. Capable of 

art direction and production 

Box 4119, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

COPYWRITER 

Capable, ambitious young woman. Univer- 
sity grad. 4 years experience national, re- 
tail, direct mail copy—from perfume to 
power plants. 

Box 4120, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill 
Advt. Manager or Product Advt. Manager 
Experienced in industrial and consumer 


T | E opportunity 


for the right young man! 


Are you a college graduate, single, 
ambitious. articulate, with an out 
standing personality’ Had at least 
a year’s experience in advertising ’ 
And want an impertant job with a 
real future? 


We need such a man as assistant 
account executive on a big, impor- 
tant, interesting national account. 
He will work in a city within 3 
hours train-time of New York, rep- 
resenting a successful, medium- 
sized New York agency. Please 
send photo, fud/ information includ- 
ing salary expected. Our personnel 
knows of thi< advertisement. i 
Box 8008, Advertising Age. 
11 E. 47th St.. 

New York 17, N. Y. 


advertising. At present handling $350,000 
budget. Well equipped to handle sales 
promotion, publicity and integrate full 
advertising campaign. No five figure sal- 
ary needed. Age 29: married 

Box 4121, ADVERTISING AGE, 

200 E. Illinois St.. Chicago 11, Ill 
MAN WITH VALUABLE EXPERIENCE 
Seeks new opportunity. 5 years Advertis- 
ing Manager appliance and farm equip- 
ment mfg. 3 years newspaper space sales 
Successful administrator, strong creative 
thinker, personable and cooperative. Want 
opportunity manufacturer or agency Age 
33. Vet. U. of Wis. grad. B. A. Journalism 

Box 4123, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill 


MISCELLANEOUS 
TRADE PUBLICATION FOR SALE 

Established trade publication that has 
excellent possibilities for development for 
proper publisher. Low asking price cash 
or terms, details on request 

Box 4125, ADVERTISING AGE, 

200 E Illinois St., Chicago U, IL. 


TO AGENCY TOP MEN: 
Let me help anchor billing, ease copy 
burdens. Print, radio and TV writer on 
$4-million packaged goods account, N. Y 


parts of the country. Being primarily 
a mews paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


4A’s agency. Also airlines, hard lines, soft 
| goods, retail, foods, many others. Jet-en- 
| gined ideas, sound plans, headlines that 
| live on, workable visuals 

Box 8005, ADVERTISING AGE. 
11 East 47th St.. New York 17, N. Y 


ONE FULL-TIME FARMER 
trained and experienced in advertising 
and photography wants connection with 
advertiser or agency selling to the farm 
market. Write 

Box 4124, ADVERTISING AGE. 

200 E Illinois St., Chicago 11, Ill 
REPRESENTATIVES WANTED 
Leading publication in health profession 
field seeks representatives for midwest 

and Pacific coast territories 
Box 4116, ADVERTISING AGE, 

200 E. lilinois St., Chicago 11, Il 
PUBLISHER'S REPRESENTATIVE 
Eastern ter. substantial nat'l grocery trade 
pubn. Comm. 20° earnings now $3,000 
Unlimited potential. About half time & 
some travel required. Gro. field exp 

needed. Write details and setup 
Box 4108, ADVERTISING AGE. 
200 E. Illinois St.. Chicago 11, Ill 


RESEARCH 
OPPORTUNITY ; 


Experienced market analyst with 
advertising background wanted 
by leading Chicago agency. Must 
be versed in all phases of con- 
sumer and market research, and 
have ability to write and present 
facts in language understandable 
to practical people. Minimum of 
five years’ active research experi- 
ence required. Opportunity for the 
right man to advance and to apply 
his knowledge in many different 
types of business. Please submit 
resume. Address 


Box 8003, ADVERTISING AGE. 
200 E. Illinois St., Chicago 11, Ill 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


WANTED 

We want another major trade 
magazine. An increased sales 
force permits the addition of a 
magazine of merit to our select 
list. Our partnership has vast 
agency contacts and years of suc- 
cessful selling in the middle west 
A good publication wil profit by 
an affiliation with us 


Box 8007, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill 
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Adve rising Au 


Anniversary? 


CO HAMMON@SPORT BY 


wine 


One ot the World's Great 


CHAMPAGNES 


valley 


PLPASANT 


AMERICAN CHAMPAGNE 


CHAMPAGNE CAMPAIGN —This Pleasant 

Valley Wine Co. magazine ad is one of 

@ series to promote Great Western cham- 

pagne. TV spots are being used to ad- 

vertise the company’s Great Western still 

wines. The agency is Charles L. Rumrill 
& Co., Rochester, N. Y. 


Panel Debates Role 
of National Brands 
in Department Stores 


PHILADELPHIA, Nov. 6—“Adver- 
tising people often fall victim to 
their own enthusiasm,” said Frank 
B. Burnside, v.p. of the Boston 
Store in Wilkes-Barre, in a panel 
discussion of the importance of na- 
tional brands to department stores 
here last week. 

The advertising and retail ex- 
ecutives participating in the ses- 
sion—part of the 60th anniversary 
celebration of Drexel Institute— 
finally agreed that national brands 
cannot be substituted for good 
salesmanship. But a lively debate 
preceded the agreement. 

Mr. Burnside said that admen 
run into trouble when the sense 
of the power of advertising leads 
them into the “misguided obses- 
sion” that anything or everything 
can be accomplished or controlled 
by advertising. 


® Albert Coons, v.p. of Allied 
Stores Corp., said that the proper 
function of department stores is 
to be both a showcase for national 
brands and purchasing agents for 
their communities, wita accent on 
service to the public first. 

“Scores of successful chains and 
independent retailers,” he de- 
clared, “never even try to promote 
nationally advertised gcods, claim- 
ing always that unbranded or un- 
advertised lines can be sold cheap- 
er in qualities that are comparable 
As a matter of fact, advertising 
men are themselves so obsessed 
with national brand voodoos as a 
religion that it has blinded them.” 

In rebuttal, Joseph Lorin, v.p 
of Grey Advertising Agency, said 
department stores must take a 
more realistic attitude toward their 
relationship with major producers 
of these famous pre-sold brands. 
Even though many stores argue 
against national brands, he said, 
“it must be admitted that pre-sold 
merchandise reduces selling time 
on the flocer.” 


FC&B Promotes Cunningham 


R. J. Cunningham, manager of 
film operations of Foote, Cone & 
Belding, Chicago, has been ap- 
pointed manager of broadcasting 
operations, a new post. Mr. Cun- 
ningham will coordinate the ac- 
tivities of the director of radio 
and television production, the 
business manager, and the time 
buyer in the agency’s radio and 
television department. 


Mann-Ellis Moves 

Mann-Ellis, New York agency. 
has moved to larger quarters at) 
201 E. 57th St. 


BUSY? FORGET A DATE? 
It's embarrassing to forget an 
portant birthday, anniversary, - other 
event. Often costiy too! Let 


minded of during the year. enclose a 
dollar with your address. We'll re- 
mind you in plenty of time 
REMIN-MEE 
BOX 84 — DELAWARE, OHIO 


November 12, 1951 


| Hunt's Launches Campaign 


Chocolates and candies by 
Hunt’s Ltd., Toronto, are being 
featured in a campaign being run 
during November and December 
in English and French newspapers, 
copy ranging from half-pages to 
400 lines, in addition to a full-page, 
four-color rotogravure insertion 
towards the end of the drive. Ra- 
dio also will be used in Toronto 
The agency is Muter, Culiner, 
Frankfurter & Gould, Toronto. 


Columbia Shifts Hall 


Edward E. Hall, formerly with 
CBS-TV station relations, has been 
named sales service manager for 
CBS Radio, New York, replacing 
Thomas Maguire, who resigned to 
become radio-video business man- 
ager of Maxon Inc., Detroit. 


Florists Name Adrian Bauer 
Allied Florists of Philadelphia 
has appointed Adrian Bauer Ad- 
vertising, Philadelphia, to handle 
its advertising and sales promotion. 


WFDR Appoints Ramsdell 


WFDR Broadcasting Inc., New 
York, has appointed Lee Ramsdell 
& Co., Philadelphia, to handle its 
market research and audience 
analysis. Mary P. Wallis, formerly 
with N. W. Ayer & Son, New York, 
has joined the consumer division 
of the Philadelphia agency. 


B&] Steps Up Ads 

Ball & Jewell, Brooklyn, N. Y., 
manufacturer of plastics grinding 
machinery, will use full-page, 
two-color ads in Plastics World 
and Modern Plastics during 1952 
Anderson & Cairns, New York, i 
the agency. The company formerly 
used fractional pages occasionally. 


Hood Chemical Names Hilton 


Hood Chemical Co. Phila- 
delphia, manufacturer of bleaches, 
starches and ammonia household 
products, has appointed Hilton & 
Riggio, New York, to handle its 
advertising. Gray & Rogers, Phila- 
delphia, had the account pre- 
viously. 


Look at the time! And he 


wants this revised price list 
out by five oclock sharp! 


YOU GET sharp, clear mimeographed 
.and you get them on time 


mailings. . 


AMMERMIZ, 
*MIMEO-BOND £ 


HAM 


.when your mimeo operators use 
Hammermill Mimeo-Bond. This crisp, 
lint-free paper won’t clog stencils— 
provides users with 5,000 or more 
clean easy-to-read copies from a single 
stencil. 


a? 


Za 


book, “Better Stencil Copies.” 
They’re free! ui 
You can obtain business printing on H it pepers wh you see this ; 


include the helpful Hammermill idea- 


“You can make it! Use 
Hammermill Mimeo- 
Bond, and you'll get 
5,000 clear copies * 
from a single stencil!” 


Hammermill Mimeo-Bond comes 
in white and seven distinctive colors, 
enabling you to put your message on 
a “signal system” color readily iden- 
tified as your own. Send the coupon 
for an up-to-date sample book. We'll 


“What to give? 
Ah, I've got it... 
a Frigidaire!” 
This Christmas card is one 
of a series used by Frigid. 
aire dealers for local promo 
tion, 
Nation-wide Bus 
Advertising Co. 
220 East 42nd St. NYA 
Representing 5,000 buses 
from Vermont to Georgia 


shield on a print shop window. Let it be your assurance of quality printing. 


oe 


LOOK FOR THE WATERMARK... 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


APH PAPER 


| 
| 
| 
| 
| 
| 
| 
| 
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Hammermill Paper Company, 
145° East Lake Road, Erie 6, Pennsylvania 


Please send me — FREE — the sample book of Hammermill Mimeo 
Bond and a copy of “Better Stencil Copies" to help me get the best 


out of my stencil duplicating equipment 
Name_ = 


Position __ 


Please attach to, or write on, your business letterhead 
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Swift Rings Bell 
with New Tender 
Spring Chicken 


Cuicaco, Nov. 5—Swift & Co. 
has found that American consum- 
ers like the idea of spring chicken 
the vear around—like it well 
enough to make the company’s 
new Tender Grown Swift's Premi- 
um chicken a best seller in every 
market it has entered. 

Even on the West Coast, where 
a warm, dressed chicken long has 
been synonomous with freshness, 
Swift's plump, juicy, well-iced 
product has won immediate con- 
sumer acceptance. 

For a number of years the gov- 
ernment and the University of 
Maryland have been working on 
improved breeds of chickens down 


EASY TO GET SPARKLE in your 
creative work. New Lambert #4 photo 
catalog contains | 243 pictures for every 
Media. Send $2 to Harold M. Lambert 
Studios, 2801 Cheltenham, Phila., Pa. 


-- 


on the Delmarva Peninsula—the 
Delaware-Maryland-Virginia area 
that has become, in effect, one vast 
chicken factory. 


@ In 1938, Swift joined in the de- 
velopment work. The objective was 
plump, meaty chicken which 
could be raised in a 13-week peri- 
od—so that chicken ranchers could 
raise four “crops” a year. 

During the past decade, the 
chicken business has been under- 
going a gradual revolution. For 
many years, taking care of the 
chicken coop had been the tradi- 
tional duty of the rural wife, who 


< 


used the profits, if any, as her 
pin money. 
Principal products of the hen 


house were the eggs; chickens for 
eating purposes were largely a by- 
product. In time, various regional 
chicken raisers found that there 
market for tender 


was a young, 
chickens. As a result, there have 
been an increasing number of 
poultry ranchers with flocks of 
10,000 to 20,000 or even more 
chickens 

@ With the development of the 


production-line methods for rais- 
ing large flocks of chickens, ranch- 
ers naturally welcomed improved 
general purpose breeds which 
would enable them to produce four 
“crops” a year instead of one. 

As a partner in development otf 
the chickens and a purchaser, pro- 
cessor and marketer of the final 
product, Swift in 1947 turned its 
attention to perfecting a marketing 
program. 

Test promotion plans were used 
in selected markets across the 
country during 1947, 
cities selected were located close 
to production areas, since 
wanted to get the chickens from 
processing station to market as 
quickly as possible. 


- 


METROPOLITAN 


OAKLAND AREA 


(Alameda and Contra Costa Counties) 


METROPOLITAN 
SAN FRANCISCO AREA 


REMAINDER 


METROPOLITAN OAKLAND AREA 


, 


OF BAY AREA INDUSTRIAL 
INVESTMENT ON CONTINENTAL 
SIDE OF BAY 


$16,956,200 


(San Francisco and San Mateo Counties) 


$13,422,500 


(5 other Bay Area Counties) 
Source: San Francisco Chamber of Commerce; 1950 
figures for 9 Bay Area counties. 


A GREAT MARKET— 
A GREAT NEWSPAPER 


INDUSTRIAL 


$61,757,681 


A) PEE Cee ee Deer ce 


Oakland. Tribune 


; _-. CRESMER & WOODWARD, INC. 


HN Representatives Inciuding Sunday Magazine 


| 


The initial tests were highly suc- 
cessful. Packing the freshly pro- 
cessed birds in ice to chill them 
as quickly as possible, Swift found, 
added a great deal to the flavor, 
and the birds now are packed in ice 
from processing plant to market. 


® Expansion of the marketing pro- 
gram has, of necessity, depended 
on the rate at which Swift was 
able to line up desirable ranchers 
and establish processing stations. 
But, during the period from 1948 


to 1950, Swift moved into one 
region after another—invariably 
with results ranging from “suc- 


cessful” to “fabulous.” 

Even on the West Coast, where 
food stores had to convert equip- 
ment to handle the Swift chickens. 
customers bought furiously. Inci- 
dentally, during the process of sell- 
ing retailers on handling the chick- 


|ens, Swift held a series of dealer 


| 


| 


| 
| 
| 


Most of the | 


meetings—and served delicious 
fried chicken at the dinners. The 
taste frequently turned the trick 
In the market tests, Swift used 
many ad media. Typically, it used 


| large-space announcement ads in 


newspapers (later, r.o.p. color 
where practical), car cards, out- 
door posters, and radio spots 


@ Early in the testing, Swift 
adopted the photo of a chicken on 
ice. In time, the fresh, uncooked 
chicken on ice has become almost 
a secondary trademark for the 
product. The use of fresh chickens 
in ads, incidentally, is somewhat 
unusual, since most food advertis- 
ers attempt to picture the finished 
product, ready for serving. 

By 1950, the market expansion 
had reached the point where na- 
tional ads were indicated. In addi- 


Swift | tion to its plugs on the “Breakfast 
| Club,” Swift 


since 1950 has used 


|or scheduled pages or spreads in 


The American Weekly, Better 


| Homes & Gardens, Collier's, Ebony, 


Ladies’ Home Journal, Life, Look, 
The Saturday Evening Post and 
This Week Magazine 

At the same time, the company 
has run “refresher” campaigns ir 
test markets and has worked out 
media patterns in each market for 


the long pull. 

@In most markets, Swift uses 
appropriate combinations of TV 
spots and participations, radio 


spots and participations, car cards, 
newspapers and outdoor 


SELF-SERVICE—This 


Advertising Age, November 12, 1951 


‘home decorating center’’ display promoted by General Paint 


bh 


Corp., San Francisco, has been ig 


d to mer 


paint on self-service basis. 


Net result of the promotion for 
what Swift believes is the first na- 
tionally advertised fresh chicken 
has been a definite leveling off of 
the peaks and valleys of the annual 
sales curve. While chicken still is 
most popular in the summer 
months, homemakers have voted 
chicken a secure place on their 
year-round meal planning sched- 
ule. 

Whether they eat chicken fried 
—as most people apparently do—or 
whether they serve it in other 
ways, consumers like the taste of 
the plump young chickens and 
they like the price. And Swift has 
been happy to oblige. 

McCann-Erickson is the agency. 


Chivas Names Butler, Stumpf 
Chivas Bros. Import Corp., New 
York, has appointed Clyde H. But- 
ler Jr. assistant national sales 
manager and Walter H. Stumpf 
sales promotion manager. Mr. 
Butler was formerly midwestern 
division manager for Calvert Dis- 
tillers Corp., New York, and Mr. 
Stumpf was formerly advertising 
and merchandising manager for 
Roma Wine Co., San Francisco. 


Machine Division to Richards 
American Machine & Foundry 
Co., New York, has appointed Flet- 
cher D. Richards Inc., New York, 
to handle the advertising of its 
general products division. The 
agency presently handles adver- 
tising for the Pinspotter division 
and the American Machine & 
Foundry national campaign. 


Winston Jr. Joins Lackey 


Frank H. Winston Jr., formerly 
advertising manager of Interstate 
Machinery Co., Chicago, has been 
appointed eastern representative 
of Joseph H. Lackey & Associates, 
Chicago, publishers’ representative. 


Appoints A. M. Sneider Agency 

Simon-Zucker Co., children’s 
wear manufacturer, has appointed 
A.M. Sneider & Co., New York, as 
its agency. A consumer, business 
paper and direct mail campaign is 
being developed. 


Eastland Heads New Office 

Richard L. Eastland has been 
appointed head of Needham, Louis 
& Brorby’s recently opened eastern 
office at 1270 Avenue of the 
Americas, New York. 


Plates that 
Reproduce Eup faa 


for fine letterpress or 


newspaper reproduction 


photo engraving company 
118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE: FRanklin 2-6343 


ILLINOIS 
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Dodge Survey Sees 
New High in 1952 
for National Output 


New York, Nov. 6—A new high 
in the nation’s output of goods and 
services will be reached in 1952, 
according to a substantial majority 
of 128 economists polled by F. W 
Dodge Corp. for an article in the 
November Architectural Record 

A continued rise throughout 1952 
in total output is expected by 94 
economists, while 34 expect a de- 
clining trend during the latter part 
of next year. The average of all 
estimates indicates an annual out- 
put rate of $334.3 billion in the 
fourth quarter of 1951 and $348.6 
billion in the fourth quarter of 
‘52. The government estimate for 
the third quarter output this year | 
was $328 billion. 

| 
® Other majority views as to 1952 
were: Wages, wholesale prices and 
consumer prices will increase mod- 
erately; not on a runaway scale 
Industrial production will rise 
continuously from now until the 
end of next year. Construction will 
decline moderately, although re- 
taining boom proportions. The 
economists also predict that mort- 
gage money will be plentiful 

The opinion as to when econom- 
ic controls will end was scattered, 
with only 106 of the 128 partici- 
pants responding on this question 
Some of the more optimistic said 
that the approach of next year’s 
elections, or a change of admini- 
stration, might hasten the end of 
controls; others intimated that con- 
trols will stay indefinitely. 


WCCO Forms 3 Departments 
WCCO, Minneapolis CBS-owned 
station, has added three new de- 
partments to service advertisers 
radio research, merchandising, and 
program-station promotion 
Charles H. Smith, account execu- 
tive, has been appointed director 
of research and promotion; 
Fred Heywood, prormotion manag- 
er, has been appointed director of 
program promotion and publicity, 
and Eric Rehnwall, formerly 
northwestern sales representative 
for Frederick Ziv Co., has been ap- 
pointed merchandising manager 


sales 


Grocers Start Coffee Drive 

Certified Grocers of California 
has intensified its drive to intro- 
duce the new whole bean coffee 
products, Perfect Host and Guest, 
with saturation radio and tele- 
vision spots and space in Western 
Family. Theme is “save up to 20¢ 
a pound” by switching to one of 
these coffees. Heavy use is being 
made of point of sale in the 1,500 
member stores. Material consists 
of ten different display pieces, 
shopping car cards, and giveaway 
folders. Barton A. Stebbins, Los 
Angeles, is the agency 


Mom’‘s Memos Appoints Two 

Mom's Memos, an editorialized 
advertising feature, with head- 
quarters in San Francisco, which 
appears in 25 state and sectional 
farm publications, has appointed 
Arthur Morton Good & Co., New 
York, its eastern representative, 
and Dale McCutcheon & Co., Chi- 
cago, its midwestern representa- 
tive 


Stitzberg Joins Whitmore 

Robert P. Stitzberg, owner of 
Robert's Smartwear, Chicago, has 
been appointed assistant to the 
president of Ken Whitmore Inc 
Pittsfield, Mass.. coat manufac- 
turer, and will direct the adver- 
tising, styling and sales promotior 
program of the firm, dividing hi: 
time between the Midwest and 
New York. 


Cadden Joins Smith. Taylor 

Thomas S. Cadden, 
continuity director for WIL and 
KSTL, St. Louis. has joined the 
radio-TV department of Smith, 
Taylor & Jenkins, Pittsburgh 
agency, as a writer and production 
assistant 


formerly 


Jones Metal Splits Sales 


Jones Metal Products Co., West 
Lafayette, O., manufacturer of 
dryfold diaper covers, has split its 
sales department into two major 
divisions—department store, drug 
and hospital division and indus- 
trial division. Herbert Boyer, 
secretary-treasurer, has been 
elected v.p. in charge of sales, and 
Carl Sigler, with the company 
since 1948, has been promoted to 
director of sales for the depart- 
ment store, drug and hospital di- 
vision. 


Murphy Co. Buys Morris Co. 

G. C. Murphy Co., Fort Wayne, 
Ind., has acquired the 71-store 
chain of Morris 5 & 10 Cent to 
$1.00 Stores Inc., Bluffton, Ind., 
with the exchange of 207,500 
shares of Murphy common stock 
for all outstanding common and 
cumulative preference stock of the 
Morris company. With the addition 
of the 71 Morris stores, Murphy 


295. 
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stores presently in operation total * 
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MORE REAL BUYERS FOR YOUR PACKAGING- 
ADVERTISING DOLLAR .. . 15,000/;eu:¥... 
NO NON-BUYING DEADWOOD... 

98% U.S. A... . and up to 60% 

more display space 
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like California without the 


BILLION 
DOLLAR 


Get a bead on inland California — the 
Billion Dollar Valley. The bag limit here 
is 2'4 billion in buying power... nearly 
2 billion in retail sales.* But don’t aim 
to cover the Valley with coastal California 
papers. You're shooting blind unless you 
use the solid /ocal papers that independ- 
ent Valley people read and heed. 

They are the three McClatchy papers 
—The Sacramento Bee, The Modesto Bee 
and The Fresno Bee. Each one reaches 
9 out of 10 families in its ABC city zone 

half of all families in its ABC 
trading area. Together, they cover the 
whole Valley — lock, stock and barrel. 


VALLEY 
o F TH E * Sales Management's 1951 Copyrighted Survey 
BEES . 
BEE . THE MODESTO BEE . THE FRESNO BEE 
McClatchy Newspapers 


National Representatives... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detrou * Chicago * San Francisco 


<i oe oe aa a a oP ee”! aL ee 2 

| bas 

ee 63 tac 

—— . 

a 

oe 

| a 

s 

' = 

a 

per ad $! ie 

oa 

wees 

ie 

os: 

ee: 

NE ., 

GAD aoe 

ws MP ANG st. BE 

qi NET OAcKAG BUBON 44 ae 

we P yELD B. Mac acl ee: 

oF 7T ¥ 22 cut Oe 

— ———— = ee 7 shaiaineiaitnemnanneniiaiite -_ a “ et 

— 

: ae ee ee eee LZ ZA MBE ~~ YW A as 

7 PS — Jal — epee A mK 

4. ’ i= ae ge = hs “_, $ “ os , . 

<= — ide 7 3 oa 

= — = . = = -- , . ™ * j " Bc: 

4 a —— < a _ cul — Pe 

: = am 

' oo cas : y ~ 4 7 + ay 

J ; fy as | oe < 

g st : oe ; cw 

: —_ ' * Za 4 ‘ Ad A Aol : % 

————— as By Yy 4 a 

= Sfee2z + fF Kf = 

——— a - oe a . ; ss ae, ae 

Bate yA Ze a: ‘ Zé a <3 a4 a 

\® FZ 4 Fug Oe ae 

: Oe” ss a ae Rie 

| eS” ees . 

i ' fry oa rm P pet \ ? ~ . ~ J ae G 

i W ve 4 WPar Se SS Sea es 

| ~ ~~ ¥ 0 a pe en ’ sok. 

‘ \ ‘e iy Ps 4 . NS ’ rN \ \ vw a 2 -- ee pe 

“ SS Ww N ~ S ~ iN \ ‘ ~ ] ‘ _ Bos me? 

a SS . ~sN \ | ages ‘ . eo Rie, 

“ “ tS eee — — F n ¥ F aes 

. ! = . ~ cd Z oe 

} “tae 

: xe 

‘ eae f 

, es 

Ser BS Ss 

ee 

: - 

| ay 

THE SACRA) oe 

i > % Bee 

' ue ee 

| NM a a 

| -~ 297 ars 
| ae 

> ~<a “iy ae 


a 


bua. 


a 


wee) eo ae 


64 


Public Can't Understand Written Language 
of Business Men, Langley Keyes Declares 


MontTREAL, Nov. 7—The “incredi- | 


ble, wasteful inefficiency 

ten communication in  business”| 
was pointedly decried here today | 
by Langley C. Keyes, v.p. of Har- 
old Cabot & Co., Boston agency, in 
a talk before the Advertising and 


Sales Executives Club of Montre- 


al 
Mr. Keves asserted that the| 
~ j 
written language of business, in} 
newspapers, trade publications, 


correspondence, mer- 
chandising, advertising, public re- 
lations, ete., “is doing only about} ¢ 
one-fifth the job it could and | 
The result,” he said, is 
“the most erying and _ colossal 
waste in all business.” 

As a case in point, he referred to 
a recent language analysis of 24 
annual reports which were sup- 


magazines, 


should do 


posedly prepared for mass reader- 


The 


study showed that these 


*"tis my story. 


i saving tas 
is A DAILY a WITH US 


Ads typeskilled by WALK have no 

* widows —offer amoother readin 
cause no break in thought by jolts of 
uneven spacing — give tenmon relief 
through emphasis of proper words 


tay. WALK, 11 E. Hubbard Street, Chicago 11, ii. 


reports had such a high compre- 


of writ-| hension difficulty that they were 


completely over-shooting 85% 
their readers, he said. 


of 


® Four of the most serious faults 
in the language of 20 annual re- 
ports now under study, Mr. Keyes 
noted, are: 

1. The average sentence length 
nine words longer than the 
standard for 8th grade reading 
level of 17 words. (According to 
the 1950 census, the average edu- 
cation in the U. S. is nine years of 
schooling.) 

2. Too many words are “think- 
ing words” rather than words for 
mass communication. 

3. There is an avoidance of “per- 
sonal words” which lend human 
interest. 

4. There is a very heavy over- 
use of passive verbs, “the weakest, 
dullest, most round-about and in- 
active verb-use in the 
language.” 


AANR Slide Film in Chicago 
“Whither TV?” a color slide) 


is 


film presentation which was oe. NRDGA Announces 
of 


pared by the American Assn. 
Newspaper Representatives last 
spring (AA, June 25), was shown! 
before a group of more than 300 
newspaper representatives, agency 
executives and advertisers at a| 
luncheon meeting of the Chicago 
chapter of the AANR on Nov. 6. 


Omaha TV Sets Near 100,000 

Total TV set sales for the KMTV, 
Omaha, coverage area are 98,703 
as of Nov. 2 


— 


Send for PILOT ISSUE of 


Staren 


ANAGEMENT 


... the entirely new farm 


magazine built expressly 


for the 25,000 big scale Pacific Slope farmers who 
make farming a business . . . not a way of life. 


BI-MONTHLY 
Number 1, 
magazine geared to the needs of 
the 25,000 big scale farmers of 
the 7 western states, will be the 


{e 


Ty 


“VG itHaa) 
MANAGEMENT 


Volume |, 
of this business type 


January-February 1952 issue. 


$50,000 
each of these 25,000 business 
farmers has invested in farm ma- 
chinery and facilities. He is in the 


= hain 


MANAGEMENT 


. is the minimum that 


top 's of western farming opera- 


tions. 


His average per farm is: 


3.37 wheel tractors, 1.47 crawler tractors, 2.00 heavy trucks, 
2.57 light trucks, 2.93 pumps, 15.48 employees, and he uses 
129.67 tons of commercial fertilizer a year. 


fy. 
weakin 
MANAGEMENT 


25,000 of these big-scale Pacific 
Slope farmers, for the first time, 
will receive every two months in- 
formative editorial matter covering 
il these vitally important subjects: 


FINANCE, with its problems of accounting, financing, investment 


and tax management * 
methods and machines to reduce 


PRODUCTION, with emphasis on new 


costs and increase production * 


RESEARCH, with special attention to efforts to develop new crops, 


fertilizers; and pest controls «+ 


four-fold problems of public relations, 


HUMAN RELATIONS, with its 


employee relations, com- 


munity relations, and government relations * MARKETING, with 


its multiple interests in packaging, 


sales promotion, and advertising 


For copy of the Pilot Issue, circulation stat 


transportation, warehousing, 


, and broch 


containing complete information, contact any of the following: 


HERMAN C. SCHIMPFF, Advertising Manager 


cROW PUBLICATIONS, 


4511 Produce Plaza 
PECK & BILLINGSLEA 
185 N. Wobosh Ave 
Chicago }, til 


McDONALD- 


625 Morket St 3727 W. Sixth St 


San Francisco 5, Calif 


Los Angeles 5. Calif 


INC. 


los Angeles 58, Calif. 
BILLINGSLEA & FICKE 
420 Lexington Ave 
New York 17,.N.Y 
THOMPSON 
Terminal Soles Bidg., 
Seottle 1, Wash 


1118 Odeons Drive 
Dallas |, Texas 


English 


| 
| 
| 


| tion of the association at the 
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JUNKET CUM CHEESECAKE—Catolino 


mudo for buyers and reporters. 


Inc. 
Here is E. W. Stewart, 


recently stoged a junket to Ber- 


Catalina’s president, just 


before taking off for the two-day show at the Castle Harbour Hotel, Bermuda, along 


with four 


models 


Retailers’ Awards 


Entrants 
| 8x10” 


are advised to submit 
glossy prints mounted on 


10x12” white mounting board and 


|} to submit all pertinent data about 


New York, Nov. 7—Details of) 
the annual contests to determine 
| the year’s best retail newspaper | 
advertisements, radio programs’! 
and displays were released today 
by Howard P. Abrahams, manager 
of the sales promotion division 
and visual merchandising group of 
National Retail Dry Goods Assn 

The newspaper advertising con- 
test, staged by NRDGA in coopera- 
tion with the Newspaper Advertis- 
ing Executives Assn., will be 
judged solely on the basis of suc- 
cess of the entries as selling or in- 
stitutional media. Awards will be 
presented in Classes A, B and C, 
representing ads entered by stores 
with annual volumes under §$2,- 
000,000, between $2,000,000 and 
$5,000,000, and over $5,000,000 


@ Any four ads used by an 
NRDGA member store during the) 
calendar year 1951 are eligible for 
entry in the contest. Entries must 
be printed on news stock and, re- 
gardless of size, on a stiff white 
mounting board, 21x30”. A com- 
plete typewritten statement in 
duplicate must accompany each 
entry, including data on date of 
the ad; whether institutional or 
merchandise promotion; its objec- 
tives; other promotional tie-ins; 
results; store name and address; 
name and title of person submit- 
ting entry. 

The winning entry will be ex- 
| hibited at the 4lst annual conven- 
Hotel 
Statler Jan. 7-10, and all entries 
must be in the hands of NRDGA’s 
sales promotion division by Dec. 


10. 


® Comparable stipulations apply to 
the submission of retail radio 
programs in the radio contest. En- 
tries are limited to NRDGA mem- 
ber stores, with syndicated pro- 
grams and special shows not eli- 
gible. Entrants are requested to 
forward to the association by Dec. 
10 one transcription and three 
scripts as well as other coordinated 
media used for each entry, with 
the further stipulation that each 
program entered should be on a 
separate disk. Additional details 
required include name of program; 
day of week aired; type of pro- 
gram; date of first broadcast; its) 
objectives; results obtained; store 
name and address; name and title 
of person submitting entry. 

A feature of NRDGA’s conven-! 
tion in January will be an exhibi-| 
tion of the winning photographs of | 
outstanding window and interior) 
displays made during 1951 by} 
member stores entering the asso-| 
ciation’s annual display contest. | 


the display 


Tea Assn. Elects Officers 


Herbert C. Claridge of Salada 
Tea Co., Boston, has been re- 
elected president of the Tea Assn. 
of the U. S. A. Other officers 
elected include four v.p.s: C 
William Felton of H. P. Thomson 
Inc.; Gordon C. Hunger of Jewel 
Tea Co., Barrington, Ill.; Edward 
J. Vinnicombe Jr. of McCormick 


& Co., Baltimore; and Samuel 
Winokur of Seeman Bros., New 


York. Edward C. Parker of Tetley 
Tea Co., New York, was elected 
treasurer and Dorothy F. Schnei- 
der, executive secretary New 
board members, to serve until 
1954, are: Edw. Aborn of Arnold & 
Aborn, New York; Mr. Claridge; 
Mr. Felton; Lawrence A. Flinn of 
Kroger Co., Cincinnati; and Hayes 
G. Shimp Jr. of Hayes G. Shimp 
Inc. 


Dozier Joins Columbia 

William Dozier, who last August 
resigned as story and writer chief 
of Samuel Goldwyn Productions, 
has joined the CBS Television Di- 


vision, New York, to direct the 
company’s search for new talent 


and program ideas. 


Packard Launches 
‘Greatest’ Ad Drive 
for New ‘52 Models 


(Picture on Page 1) 
Derroit, Nov. 7—-Packard Motor 
Car Co.’s new 1952 models will be 


launched with what Hugh W. 
Hitchcock, director of advertising 
and public relations, calls the 


“greatest smash advertising cam- 
paign in the history of Packard.” 

The first newspaper ads will be 
headlined “It’s here—the most in- 
spired new car in America,” and 
will have as a punch line, “Packard 
for 1952: Fashioned-keyed by 
Dorothy Draper,” who is an “in- 
ternationally famous decorator.” 

Starting Nov. 14 full-page copy 
will appear in 1,370 newspapers in 
1,300 cities. 

Follow-up ads, headlined, “The 
artistic genius of Dorothy Draper,” 
are scheduled in newspapers the 
week of Nov. 26, and a third series, 


“New triumphs of Packard engi- 
neering,” is scheduled for the week 
of Dec. 3 

Mr. Hitchcock said that four- 
color spreads will run, starting 
with the official public showing 
Nov. 14, in Collier's, Life, News- 


week, The Saturday Evening Post 
and Time, to be followed by full- 
color page ads in early December 
in the same magazines. Wrap- 
ping up Packard's announce- 
ment day will be the “Red Skel- 
ton Show” over 129 stations of 
the CBS radio network 


8 In addition, full-color pages will 


appear during the three-week 
period in This Week Magazine 
and Parade, and in the Sunday 


supplements of the Chicago Trib- 


une, New York Daily News and 
New York Times 

Mr. Hitchcock estimated that 
Packard’s gross advertising ex- 
penditure in the next year will 
approximate $4,500,000, with 
newspaper space alone coming to 


two-thirds of that 

He also revealed that the com- 
pany intends to reenter the tele- 
vision field in the top 20 Packard 
markets early in 1952. Plans are 
being formulated now for a filmed 
dramatic show of high audience 
appeal, with most time purchased 
locally 

Packard's new model announce- 


amount 


ment campaign was handled by 
Young & Rubicam. Maxon Inc 
takes over the account on Dec. 15 


Go 


*Run-of-paper 


NEW YORK « Reilly Electrotype Div 


DETROIT + Michigan Electrotype & Stereotype Div 


LOS ANGELES - 


. 

. 

. 

.* 

. 

. 

Reilly Plastutype Div 
S SAN FRANCISCO + American Electrotype Div 
>. 

. 

. 

. 

. 

. 

. 

. 
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INDIANAPOLIS + Advance Independent Electrotype Div 
ELKHART + Advance Independent Electrotype Div 


NEW HAVEN + New Hoven Electrotype Div 


nlor- 


the coming giant 
of newspaper advertising 


More and more big name nationaladvertisers | 
find they can get sharper and cleaner color r 
results using Bista Pre-Madeready mats, ; 
exclusive with Lake Shore. 


SEND FOR 


FREE 
FOLDER! 
Find out why! 


Lake Shore 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST.» CHICAGO 7, UL 
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Advertising Age, November 12, 1951 


FTC Sets Hearing 
Date for Fur Names 


WaAsHINGTON, Nov. 7—The Fed- 
eral Trade Commission will have 
a hearing Dec. 4 on a list of proper 
names to be used in labeling, ad- 
vertising and invoicing furs. 

The list is to be issued by the 
commission under the new fur 
labeling law passed by Congress 
last summer 

The commission's proposed list 
contains approximately 100 names 
of hair, fleece and fur-bearing| 
animals. Under the law, only 
names approved by the FCC may 
be used in labeling or advertising | 
furs after Feb. 9, 1952. 


GEORGE A. TERHUNE 

Passaic, N. J., Nov. 8—George A. 
Terhune, 84, credited with having | 
sold more watches than any other | 
salesman and with conceiving the | 
idea of the wrist watch, died at} 
his home here yesterday. He had| 
been active on the sales staff of 
United States Time Corp. and its 
predecessors for 57 years. He was 
reputed to have sold more than 
40,000,000 timepieces and to have 
made sales averaging about $1,- 
000,000 a year over a span of about 
50 years. 

Born in Jersey City, he first be-| 
came a salesman for a specialty | 
metals company. In 1894, the late 
Robert H. Ingersoll, originator of | 
the famous dollar watch, was im-| 
pressed by Mr. Terhune’s sales| 
ability while on a sales trip, and 
a few years later when the Inger- | 
soll watch made its appearance 
on the market Mr. Terhune was' 
the first salesman engaged by 
Ingersoll 

During World War I, Mr. Ter- 
hune was credited with conceiving 
the idea of placing lugs on the} 
sides of small watchcases so that} 
straps could be attached, which 
started the boom in wrist watches 
He also helped to popularize chil- 
dren’s wrist watches of the Mickey 
Mouse and Hopalong Cassidy vari- 
ety. 


JOHN A. HOURIGAN 

WILKEs-Barre, Pa., Nov. 8— 
John A. Hourigan, 78, chairman of 
the board of the Wilkes-Barre! 
Publishing Co. and publisher of 
the Wilkes-Barre Record and the 
Times-Leader Evening News, died 
here Monday at his home. 

Having worked his way up 
through the ranks, Mr. Hourigan} 
was in his 65th year in the journal- 
ism field at the time of his death. 
In 1909 he and T. F. Heffernan | 
purchased the Morning News, from | 
which Mr. Heffernan later with- 
drew. In 1939 the Evening News 
was merged with the other two 
dailies in Wilkes-Barre. 


ELDON IMHOFF 

DAVENPORT, IA., Nov. 6—Eldon, 
Imhoff, 52, v.p. and sales manager | 
of Victor Animatograph Corp.,| 
16mm motion picture equipment 
manufacturer here, died suddenly 
Thursday at his home. 

Mr. Imhoff became associated 
with Victor as a distributor in| 
Dubuque in 1935. Recognized as a! 
leading authority on audio-visual 
and photographic equipment, he 
had been active in the visual edu- 
cation field in the Midwest for the 
past 20 years 

For two years during World War 
II he did visual aid work for the 
Army, rejoining the Victor sales 
department here in 1944. In 1947 
he was promoted to domestic sales 
manager, and in May of this year 
he became v.p. and sales manager. 


I 

MILTON W. STOUGHTON 

SPRINGFIELD, Mass., Nov. 7—Mil- 
ton W. Stoughton, 48, retired man- 
ager of Station WSPR here and a 
pioneer radio official, died at his | 
home Oct. 31. j 

Mr. Stoughton, who was born in| 
Brooklyn, began his radio career’ 
in 1928 as an announcer with Sta- 


came manager and subsquently a| 


house organ, since 1944, died here 


| tion WBZA, Boston. In 1936 he be-| “Vision,” the American Optical Co.| Helen Hackett Joins Milch 


Mrs. Helen Hackett, who was 


part owner of WSPR. He retired! Oct. 26. Mr. Gardner had been a| chairman and director of the 1950 
in July 1950 because of il] health.| member of the advertising promo-| International Arts Program spon- 


ROBERT J. BUCKLEY 

NaTIcK, Mass., Nov. 6—Robert| 
J. Buckley, 50, chain store sales 
manager of Telechron Inc., died! 
here Nov. 1. | 


JOHN M. STORM 

Cuicaco, Nov. 6—John M. Storm, 
52, editor and business manager 
of Hospitals, published by the 
American Hospital Assn., since, 
1943, died here Sunday in Passa- 
vant Hospital. Prior to his work on 
the magazine, Mr. Storm had been 
associated with the Cleveland 
News for 16 years; he was asso- 
ciate editor when he left the News 
staff. He also was a director of 
the Headline Club of Chicago. 


RAYMOND E. GARDNER 
Dubey, Mass., Nov. 6—Ray- 
mond E. Gardner, 47, editor of 


tion department of the Providence | 
Journal before joining the optical | 
company in 1941. 


JOHN S. ROMIG 

Puivapetpxia, Nov. 5—John S. 
Romig, 66, a member of the ad- 
vertising staff of the Provident 
Mutual Life Insurance Co. for 
more than 20 years, died on Nov. 1 | 
at his home here. 


LILLIAN LEE BARNES 
WELLSVILLE, N. Y., Nov. 6—Mrs. 
Lillian Lee Barnes, 75, co-publish- | 
er of the Wellsville Reporter since 
1929. died here Oct. 28 after a 
short illness. She was active in 
forming policy of the newspaper 
until her death. Mrs. Barnes and 
her son, E. W. Barnes Jr., acquired 
complete control of the paper in 

1929. 


sored by the Rockefeller Founda- 
tion last year, has been appointed 
sales executive and art consultant 
for Milch Galleries, New York. 


ao Ty atic oe 
You have a pleasant surprise coming! FILMACK 
has solved the of producing 


ity animated film-spots, 
» closings, at big savings to TV advertisers. 
33 yeor's experience in making trailers for 
the theatre industry has taught us how to put 
punch in TV film spots and do it at a saving of 
25 per cent or more to you! 
Call us for quotations on your next TV film spot. 


1335 S.WABASHAVE CHICAGO 


top-qual- 
titles, openings and 


In the Big Buying Farm Market of 
WASHINGTON, OREGON, IDAHO and UTAH! 


‘ 
THE BILLION DOL 


FARM QUAD MARKET 


Farm production, farm income, and farm demand for equi 
goods are high—high throughout the nation—and even higher in t 
The four big states of Washington, Oregon, Idaho, and Utah are truly a Big Four 


when it comes to farm sales. 
In this four-state market are located 42°% of all farms in the 11 western states. 
Per-farm income for 1950 was 42% higher than the U. S. average. In fact, during the 


income by an average 


head 


LAR 


of 42%. 


ADVERTISING REPRESENTATIVES 


GENERAL OFFICES: Spokone, Washington 


STATE OFFICES: Seattle, Portiond, Boise, Salt Lake City 


nt and consumer 
Pacific Northwest. 


past 20 years, the income of Pacific Northwest farmers has topped U.S. per-farm 


Pacific Northwest farm residents constitute a farm market that merits your maxi- 
mum selling effort. And the way to reach them is through the four home-state farm 
magazines they read and believe in—the Pacific Northwest Farm Quad. In one big 
easy-to-buy package, the Farm Quad gives you the coverage and penetration that means 
more sales and bigger profits. Put it to work for you in the important selling months 


DO YOU HAVE A COPY OF “WHATS BEING BOUGHT?” This is a survey 
that tells what Pacific Northwest farmers plan to buy, and compares buying intentions 
with actual buying for the past two years. If you do not have a copy, contact your 
nearest Western Associated Farm Papers representative. 


Western Associated Farm Papers, Chicago, New York, Son Francisco 


NET PAID CIRCULATION OVER 190,000 EACH ISSUE 


ae a | a eee Se ae to ae 1 ae ae 5 ae ie gel ney we Sa tti(‘“‘«*‘ SS ee ee 
eae. - 2 En * = = i ie ae lll x a ae ee 
2, . : . : . e ——— : ake } . : pps a ES 
Se 
SCC 65 2. 
<ota 
en ee fo 
a 
e e RA 
eS stg f you still think| 
tA F; - . - 
IN _ SECH ANIMAL ae 
| SPOTS |S eae 
| with te 
° , Sia ES 
as ee 
~ ie 
Low Wj ; s oo 
AS Va a filma ck 
a ea art — 3 
7: 2) le ‘3 eS a) 
. a TR ae 
.. eo 
ot Ase 
a. 
g oe 
3 — a “se 
a a can et a i if : es 
5 — : “ ——_ 2 1 rh a 
. ned ee > - 7 a 
as *: Tine “* ig 
4 Ye > c . k : Ce 
mS st ; A ‘ee oe 
“ . { ; mae a tea : 2 fie eS 4, > i : mee on it ee! 
» * ‘ +a e - es { -- oo id \ BA 68" 2 ee z “ey oF 
i we ss at : a Las Wester - a 
— tra y 4] viet hy a me d Be 
. ——" ae 7. : y, a 
‘= a a eee ee 
..) = | er | | = 
G pow ae 
uy \N ; = 
"owt aS 
: Pas: at 
PULLING oe ee ee 
sqation fo! es Se ae 
Combin® “page 
Acne ‘ a 
Sa 
. TET ae 
——————_ peas 
. = sate 
: Eee 
“ Oe : S&S 
: OS : BS 
‘ og ae oe i rey 
oe <<) [oe ei wire Brau co a aia oe 


AY 


This department is a 


Experience Backs Woolf been left 
on Ads’ Joyous Faces 
To the Editor: James D. Woolf's 


Salesense in Advertising” on Page 


uncollected by our local 
disposal company. But I was hop- 
ing that the hole was not too big 
and that we might struggle on for 


66 of the Oct. 22 issue of AA im- another few months with the old 
mediately caught my eve this can. I was forced to admit, how- 
morning when your Volume 22,! ever, that probably we did need a 
Number 43 was delivered. His skit | new garbage can 

might have happened in my own My wife told me to look around 
home, but it didn't. Here’s about) for one. She mentioned that one 
what happened of the local department stores or 


I was gleefully sipping my third | hardware establishments was hav- 
cup of coffee prior to donning my jing a sale of garbage cans. So I 
hat (not during National Hat! promised to look at them. I did. 
Week) when my little wife mum- | The can was on sale for about $4 
bled something about our needing| but was just about big enough to 
u new garbage can. I was per-|hold our normal two day collec- 
fectly aware of this because I had| tion. This figured out that I would 
already noted the eggshells and|need about three of these to last 
coffee grounds which had seeped|us a week, which is the normal 
through the hole in the bottom of|time between collections by the 
our present garbage can and had | local disposal company. Simple 


YOU MIGHT GET A 425-POUND 
WHITETAIL DEER*— 


BUT... 


YOU NEED 
THE 
FETZER STATIONS 

TO MAKE A KILLING 

IN WESTERN MICHIGAN! 


WAZO-WJEF and WKZO-TY are the best radio and tele- 
vision buys in Western Michigan, and here’s the proof! 

WAZOO. Kalamazoo, and WJEF. 
consistent their home 
about 57% 


Grand Rapids, have been 
They 


less cost, than 


cities for years. 
at 20% 
the next-hest: two-stati choice in Kalamazoo and Grand 
Rapids. BMB Report No. 2 credits WKZO-WJEF with big 
increases since 1946 in unduplicated rural audiences, too— 
up 52.9% at night, 46.7% in the daytime! In the Grand 
Rapids area, alone, WKZO-WJEF have an unduplicated 
coverage, night and day, of more than 60,000 families. 

WAZO-TY is the official Basie CBS Outlet for Kalamazoo 
and Grand Rapids. A new 24-county Videodex Diary study 
made by Jay and Graham Research Corporation proves that 
WRKZO-TY 59.7% more Western Michigan and 
Northern Indiana television homes than television Station 
“BY. The WAKZO-TV market is BIG — five cities, with an 
effective buying income of more than two billion dollars! 


leaders in 


deliver more listeners, 


delivers 


Get the whole Fetzer story today. Write direct or ask your 
Avery-Knodel representative. 


—_——— 
‘Albert Tippett got one this size near Trout Lake, Michigan. 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


The Voice of the Advertiser 


reader’s forum. Letters are welcome 


mathematics enabled me to con- 
clude that these would cost about 
$12. 

I found a garbage can which} 
sold for about $11.95 which looked 


as if it would do the trick, and my 
little slide rule showed that the 
volume of this cylinder was very 
close to the volume of three small | 
cans @ $4 each. Inwardly pleased 
at my analysis of the situation, I 
bought the large can and had it 


delivered. It was one of those “su- 
per” cans which is galvanized 
against rust, ventilated, leak-proof, 


rot-proof, fly-proof and guaran- 
teed (with “normal use”) for an 
indefinite length of time | 

About three days after my care- | 
fully planned, analytical pur-! 
chase, I asked my wife at break- 
fast if the new garbage can had 
arrived. (I was still inwardly 


pleased and hoped to be gushingly 
ees for my special selection.) 
she said casually, “it 

came op a And while I 

out there, I noticed that the gutter | 
is running over into my flower bed. | 
Can you get that fixed soon?” j 


was 


Joun F. H. HOLLENBECK, | 

Seattle, Wash | 

. . . 
Philadelphia's 31-Year-Old 

Price School Speaks Up | 


To the Editor: Congratulations | 
on the feature article in the Oct. 8 
issue of ADVERTISING AGE “What | 
Happens If Your Son Wants to} 
Enter Advertising?” It had a very 
familiar ring because what hap- 
pened to Mr. Ludgin’s son has hap- | 
pened to any number of young 
men and women with whom we 
have come in contact who have 
decided they want to enter this 
fascinating field 

Then I came to the purpose be- 
hind this article, which I read with | 
a feeling of chagrin—chagrin be- | 
cause the author evidently has| 
| never heard of the Charles Morris 
Price School of The Poor Richard 
Club. 

The Poor Richard Club is Phil- 


adelphia’s advertising club, and 
for over 31 years has sponsored 
just such a schoo! as Mr. Ludgin 
suggests. It is required of the 
Charles Morris Price School 
faculty that each member be em- 
ployed in the subject he teaches 
and this school of The Poor Rich- 
ard Club enjoys not only national 
but international fame for its 
practical teaching of every subject 
pertinent to the advertising pro- 
fession 

Take a look at the attached cat- 
alog—Page 7 will prove what I 
mean. Page 3 will give you a list 
of the names of the board of trus- 
tees which runs our school 


Take a look at the attached 
folder, “Your Opportunities in Ad- 
| vertising.”’ On the inside back cov- 
| er page are just a few of the many 
successful students who have 
studied at Price School 


We want your readers to be 
aware of this fine institution—the 
answer to the article in ADVERTIs- 
ING AGE 

M. Wistar Woon, 

Dean, Charles Morris Price 

School, Philadelphia 

+ - ” 

Odds? Not Too Great 

To the Editor: What are the 
odds of two advertising cam- 
paigns, produced by different 
agencies, having the same head- 
lines and a marked similarity in 
other respects? 


The Patco lawn seed campaign 
was prepared by our agency and 


ran in local papers throughout 
September. 
The Schaefer beer ad caught 


our eve when it appeared in the 


| facturers’ 


Advertising Age, 


November 12, 


1951 


Oct. 16 issue of a New York news- 
paper. 
BENJAMIN C. GREEN, 
United Advertising Agency, 
Newark, N. J 


* * * 

Goodwillie Mailbox Crammed 

To the Editor: What an advertis- 
ing medium. Since your short story 
a week ago of my present where- 
abouts (Getting Personal, Oct. 22) 
have received to date 96 letters, 14 
telegrams and many other expres- 
sions of friendship. Thanks to you 
for everything 

Bryon H. GoopwILtir, 
Tucson, Ariz 
e e e 

| Kenosha Manufacturers 
|Run Second Success 

To the Editor: You may be in- 
terested in this approach to the 
public relations phase of our sec- 
ond annual  Industry-Education 
Day held here Oct. 8 

Under the I-E Day program 
sponsored by the Kenosha Manu- 
Assn. schools were closed 
at noon and the teachers divided 
into groups according to their in- 
terest in the various plants as de- 
termined by a survey previously 


conducted by a teachers’ commit- 
tee. The event began with a series 
of luncheons attended by teachers 
and industrial top management of 
the participating companies. After 
the luncheons, the teachers toured 
the plants 

Because of the success and ef- 
fectiveness of the initial Industry- 
Education Day conferences held 
last fall, educators and manufac- 
turers alike were of the opinion 
that a greater effort should be 
made to acquaint the entire com- 
munity with the project. The local 
newspaper Was prepared to give 
all possible attention to the activ- 
itv; however, in discussing cover- 
age with the editor it found 
that and staff limitations 
would not permit the comprehen- 
sive picture treatment called for in 
our publicity plans. To meet this 
situation the association purchased 
space for a four-page tabloid sec- 
tion to be inserted in the regular 
evening edition 

Each of the photographers in 
the participating plants was 
briefed as to the types of pictures 
needed. Plant representatives in 
charge of the visitations assigned 
assistants to secure identifications 


was 


Space 


NEWS COVERAGE 


of Localities in the Buffalo Market 
East Aurora for instance: 


and you sell 


BUFFALO 


East Aurora, famous home of Elbert Hubbard and the Roycrofters, 
is 18 miles from Buffalo 


it is @ village of 5962 people with o 
Buffalo Evening News circulation of 2301 copies daily 


Sell the News Readers 


the WHOLE 
MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


Notional Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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as pictures were taken and to rush 
the films and accompanying infor- 
mation to the newspaper dark 
room. The entire group was alert- 
ed to the requirements of the 
newspaper with respect to dead- 
lines, etc., and all coordinated their 
efforts in handling and providing 
individual publicity. 

The public relations staff of the 
association set up temporary head- 
quarters at the newspaper office. 
Working with a previously devel- 
oped layout, they selected the pic- 
tures, wrote copy and cutlines and 
fitted the material into the dummy. 
The entire operation was synchro- 
nized with the newspaper photo- 
graphic and engraving depart- 
ments and composing room, and 
the KMA PR staff took respon- 
sibility for checking proofs and 
makeup. The Industry-Education 
Day section came out with the 
next edition of the paper, giving a 
community-wide distribution to 
the story. 

Comments now being received 
indicate that many of the citizens 
of Kenosha are impressed with the 
fact that their education system 
and industry are cooperating to do 
the best possible job of preparing 
the young people of the commun- 
ity to assume their responsibilities 
as citizens and of preparing and 
making a place for them in the 
economic structure of the com- 
munity. 

J.C. Srump, 

Manufacturers’ Assn., Keno- 
sha, Wis. 


Offers Arguments for Both 
Long and Short Ad Copy 

To the Editor: The age-old dis- 
cussion of “Long vs. Short Copy” 
revived again in your Oct. 29 issue 
{“Salesense in Advertising” ], 
prompts me to offer these conclu- 
sive arguments for each. . .and per- 
haps end the discussion 

For Long Copy: It tells the story 
completely 

For Short Copy: Readers want 
quick facts about the products and 
services they see advertised. They 
prefer concise statements, boiled 
down and pre-digested for them in 
order to save time. In addition, 
short copy does not set up a menta 
obstacle for the reader, but Is ar 
attractive invitation that says “read 
this. . .it won't take too long.” 

: FLoyp VANDEWART, 

Al Paul Lefton Co., Philadel- 

phia 


Ethics Questioned 

To the Editor: The willingness 
of a news magazine to publish 
“bombshell” material on the front 
page is certainly understandable, 
yet there is another side of the 
ethics of so doing which causes us 


to wonder. I refer to the article 
which, at considerable length, 
quotes the booklet “Frauds and 


Facts—Some Things That Go On 
in the Sale of Hearing Aids.” 

Even a casual reading of this 
booklet must bring the conclusion 
that this is primarily a bitter at- 
tack on competition—an attempt 
to make every other firm engaged 
in helping the hard of hearing a 
racketeer. Under the date of June 
12, 1951, the National Better Busi- 
ness Bureau, working with the 
American Hearing Aid Assn., pro- 
mulgated a tentative program 
advertising practice. One section 
of this read as follows: 

“The NBBB believes that any 
advertising which disparages com- 
petition is unfair and should be 
avoided. ‘Knocking’ advertising 
generally invites retaliation in kind 
and the resulting feud is not likely 
to inspire confidence in the partici- 
pants, or in advertising. The bu- 
reau believes that goods should be 
sold on their merits without re- 
flecting unfairly upon competition 
The NBBB recommends that hear- 
ing aids should be advertised on 
their merits without reflecting un- 


ot 
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fairly upon competitors, their 
products or methods of doing busi- 
ness.” 

It is interesting to note that the 
company issuing the booklet in 
question has not seen fit to go 
along with this proposed Better 
Business Bureau code. The real 
reason for this letter, however, is 
to express surprise that your pub- 
lication would devote so much im- 
portant editorial space to featur- 
ing material which is so generally 
considered to be contrary to fair 
trade practice. 

C. C. AGATE, 

Director of Public Relations, 

Sonotone Corp., New York. 

AA's function, as we have re- 
peatedly stated it, is to report the 
news, not to censor it or tailor it 
to our or any one else’s notion of 
what is right or proper. Mr. Agate’s 
letter would be more impressive if 
it questioned the factual content 
of the Zenith booklet, rather than 
resting its case entirely on the al- 
leged ethics involved 


KLEEN*STI 


SOMEBODY'S SECRETARY .... by Post-Hall Syndicate 


A NEW \DEA FOR HONEST... AND IT'S A 


OUR SALES TRAINING | GOOD ONE. THE BOSS 
PROGRAM 7 I DON'T 
BELIEVE IT/ 


— 


1S PUTTING OUT A 
FOUR-COLOR CARTOON-TYPE 
BOOKLET TO HELP TRAIN 
DEALERS AND SALES 


| — 


SALES 
or 


/ sounos GOOD... 
BUT WHO'S GOING 
TO DO THE JOB? 


POST-HALL SYNDICATE... 

THEY SPECIALIZE IN 
LOW-COST BOOKLETS FOR : 
BUSINESS AND INDUSTRY. 
THEY'LL HANDLE THE COMPLETE 
JOB FOR US FROM SCRIPT 
IDEA TO PRINTED BOOKLETS / 


For samples and information about our low-cost picture-booklet service, write to 
Ken Hall at the Post-Hall Syndicate, 295 Madison Avenue, New York 17, N. Y. 


Or telephone Murray Hill 6-4650 if you would like us to call on you in person. 


... but no assurance 
that the P.O.P. piece 
will get up! 


makes ANY slace au 


on walls, windows, posts, counters . . . at the 
point of sale! KLEEN-STIK overcomes 
dealer resistance, gets P.O.P. pieces up and 
keeps them up . . . on the job, working for 
you! Have your next window streamer, in- 
terior display, shelf strip or die-cut piece 
produced with KLEEN-STIK —get efficient, 

selling P.O.P. locations. 


*Moistureless, self-sticking adhe- 
sive. Aveileble through your 
regular printer or lithographer. 


a 


Ww * 


ADVERTISING eZace/ 


Models are just one expense item in the creation of your adver- 
tising message. Copy, design, artwork, plates and printing . . . 
major investments all. And all wasted if your Point-of-Purchase 
material doesn’t get up! 


Add KLEEN-STIK and insure quick posting in coveted spots 
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Tale of High Adventure... 


Green River Weighs 


Effect of Its Ordinance 


Chicago Direct Selling Men Make an All-out Effort 


to Show Originators of Famed Ban They Were Wrong 


By Rowert Murray Jr ' 
Cuicago, Nov. 8—This is a story | 
about the Green River Ordinance, 
and how a group of Chicagoans 
tried to get Green River, Wyo., 
to repeal its own local law against 
door-to-door selling. 

It’s a tale of intrigue and ad- 
venture—what novelist Elliot Paul 
would call a “fracas in the foot- 
hills’—and it’s also the story of 
how an association was formed. 

As business men, and all 
magazine and book subscription 
salesmen know, hundreds of cities 
and towns across the nation have 
adopted for themselves the ordi- 
nance passed 20 years ago by Green 
River. making it a misdemeanor 
and nuisance for salesmen to make 
house-to-house calls without an 
invitation. The Supreme Court last 
spring upheld the constitutionality 
of the ordinance in a origi- 
nating in Alexandria, La. 


most 


case 


8 Following the Supreme Court's 
decision, hundreds of communities 
contacted Alexandria and Green 
River for copies of the ordinance, 
many have adopted it prac- 
tically verbatim. Others (72 by 
now, to be exact) have rejected 
the ban against door-to-door sell- 
ing after hearing the objections of 
companies affected. Principal re- 


* sistance has come from representa- 


tives of the National Assn. of Mag- 
azine Publishers and the National 
Assn. of Direct Selling Companies 
(AA, Oct. 15). 

The present story has a Chicago 
starting point. Last summer a Chi- 
cago alderman introduced a Green 
River ordinance for consideration 


‘in the city council here. As soon 


as this happened, Glenn Fouche, 
president of Stayform Inc., the 
girdle company, went into action, 
us local representative of the Na- 
tional Assn. of Direct Selling Com- 
panies. J. M. George, Winona, 
Minn., lawyer, is executive secre- 
tary of the association, which relies 
on members in various cities to 
fight restrictions on door-to-door 
selling 


@ Mr. Fouche went about rallying 
various interested companies to re- | 
sist the ordinance in Chicago. Al-! 
though Detroit and all other large 
metropolitan areas that have con- 
sidered River ordinances 
have rejected them, fear of the 
law is greatest in the large cities 
of the relatively great 
amount of door-to-door selling in- 
volved. Also, fear of setting a pre- 
cedent is greatest in big cities. As 
a result of Mr. Fouche’s work, a 
number of men representing many 
industries—housewares, building 
materials, subscription books, mag- 
azines, etc.-—-conferred on ways to 
resist the proposed ordinance, not 
only here but elsewhere 

One byproduct was the prepara- 
tion, by an informal “subscription 
book committee” of the American 
Textbook Publishers’ Industry, of 
a large brochure outlining methods 
of combating restrictive local or- 
dinances of the Green River type. 
Members of this committee in- 
cluded executives of many ency- 
clopaedia and other subscription 
book publishers located in Chicago. 
This city is something of an en- 
cyclopaedia center 


Green 


because 


@ It was a member of this com- 
mittee who hit on the idea late 
last summer that much good might 
be done if Green River itself were 
to repeal its 20-year-old ordinance. 


The publicity value would be 


enormous, of course, But what kind 
of a city was Green River? 

Green River, the members 
learned, was a town of about 3,- 
500 in southwestern Wyoming. It 
was a railroad town, one of the 


| largest marshaling points in the 


West. Every transcontinental train 
on the Union Pacific line rolled | 
through Green River. It was a} 
strong “union town.” 

Most of the men in Green River | 
worked on the railroad. And half 
worked at night—and were at 
home sleeping during the day, in 
no mood to receive visits from 
house salesmen. 


® That, then, was an obvious rea- 
son why Green River, Wyo., hit 
on the idea of a ban on door-to- 
door selling two decades ago, be- 
fore other cities and towns did, 
and for a different motive than has 
led other cities and towns to adopt 
such a measure. 

The book men, feeling that they 
were carrying the ball fer a $7 
billion total door-to-door selling 
business, one that meant jobs to 
hundreds of thousands or millions 
of people, boldly decided to make 
the grand try in Wyoming. 

Their investigation had also dis- | 
closed that Union Pacific was a 
powerhouse to be reckoned with, 
whatever happened. Thanks to its 
land grants in the last century, the | 
UP held title to land 20 miles! 
wide on each side of its right-of-| 
way across the West, in alternate 
square-mile sections. Its holdings | 
were found to be vast—in mines, | 
in retail stores and other proper-| 
ties. (So much so that, as an awed 
committee member put it, “the UP 
would pay dividends on its stock’ 
if it didn’t run one piece of rolling 
stock.”’) 


® The first contact was therefore} 
made with a top UP official, and} 
that led to a meeting with I. N.| 
Bayless of Omaha, president of the | 
Union Pacific Coal Co., the rail- 
road's subsidiary controlling all its 
non-railroad business. Mr. Bayless 
agreed to call a meeting of the sub- 
scription book people with city 
officials of Green River. 

This meeting was held in Rock 
Springs, a city of 10,000 about 15 
miles from Green River, on Sept 
20. Present were Leonard Davidow, 
executive v.p. of Consolidated 
Book Publishers Inc. (which pub- 
lishes Sears, Roebuck’s American 
Peoples Encyclopaedia); H. R. Lis- 
sack, of Field Enterprises (World 
Book), and James Colvin, pub- 
lic relations director of Encyclo- 
paedia Britannica, all of Chicago; 
wlayor F. W. Wilkes of Green 
iver; Mr. Bayless; H. C. Living- 
ston, v.p. of the UP coal company; 
i. EB. Rogers, Green River bank 
president and merchant; Adrian 
meynoilds, editor ot the Green River 
Star, and most of the civic officials 
and opinion ieaders of Green Kiver, 
numbering 30 in all. 


® This is Editor Reynolds’ pub- 
lished account ol the meeung: 


Representatives of house-to-house sell- 
ng toid members of tne city council ana 
representative business men ot Green 
ruver Thursday night that the repeai o1 
the Green Kiver ordinance would oenetit 
the town through ftavorable puoiicity, ana 
representatives of the Union racitic mau- 
road and the Union Pacitic coal Co. 
urged its repeal, at a dinner meeting in 
Howard s cate in Rock Springs. 

As a result of the meeting, Mayor F 
W. Wilkes will hold a meeting ot rep- 
resentatives of civic organizations, indivi- 
dual men and heads of labor 
organizations Monday evening, with ven- 
tative tame and place being 7:30 p. m. at! 


business 


the county library basement. Those asked | 
to attend will be notified directly of final 
arrangements 

At the Monday night meeting, steps 
will be taken to inaugurate a study of 
the request, and also for a mass meeting 
of Green River residents to be held at 
the high school auditorium, probably some 
time in October, after full opportunity has 
been given the city administration and 
business men and the town as a whole 
to study the proposed repeal 

The Green River ordinance, as the 
town's law against peddlers calling at 
private homes without permission is na- 
tionally known, is becoming so widely 
adopted as to affect large industries, the 
group was given to understand 

I. N. Bayless, of Omaha, president of 
the Union Pacific Coal Co., and represent- 
ing the Union Pacific Railroad Co., stated 
at the meeting Thursday night, and which 
he had called, that both the coal com- 
pany and the railroad company were de- 
sirous of having the ordinance repealed 
H. C. Livingston, v.p. of the coal company 
and directly in charge of its operations, 
spoke in favor of repeal 

Leonard Davidow, executive v.p. of! 
Consolidated Book Publishers; H. R. Lis- 
sack, representing Field Enterprises Inc., 
and James Colvin, representing Encyclo- 
paedia Britannica, all of Chicago, pre- 
sented the cases of the selling industry 
to the Green River men, declaring that 
spread of the ordinance could well affect 
the industry of the nation. Claims pre- 
sented by these men are being studied by 
the city administration members for pres- 
entation to the people of the town 

Mayor F. W. Wilkes said after Thurs- 
day night's meeting, that he believes the 
decision should rest with the people of 
Green River. He also said that several 
weeks ago the magazine Time published 
an article on the so-called Green River 
ordinance and that since that time the 
city clerk has had daily requests from 
towns and cities throughout the United 
States as to the law 

Davidow, Lissack 
stated, in addition to 
case, that the repeal of the ordinance 
would bring nationwide attention to 
Green River and its possible growth. 

This Friday afternoon, a small delega- 
tion is to confer with A. J. Seitz, of 
Omaha, executive v.p. of the Union Paci- 
fic Railroad, upon the proposal and its 
possible effect upon the future of Green 
River, the results of this meeting to be 
reported Monday night 


and Colvin each 
presenting their 


® The above report, according to 
information supplied AA, accu- 
rately summarized the meeting. In- 
formants added that one or twe 
merchants appeared to support the 
ordinance on the ground that it 
kept out competitors. However, AA 
was told, when a jeweler said it 
prevented a direct selling silver- 
ware company from coming in and 
selling silverware on $l-a-week 
credit terms he could not afford 
to meet, one of the city officials, 
a union man, retorted that perhaps 


that made it all the more clear the} 


ordinance worked against the in- 
terests of the citizens and should 
be repealed. After the Union Paci- 
fic officials came out for repeal, 
AA was told, surface opposition at 
the meeting melted away. 

The book company represente- 
tives returned to Chicago, via Un- 
ion Pacific, in a happy frame of 
mind. This, however, did not last 
long. 

Correspondence with Green 
River officials and others soon 
showed that all was, if not lost, in 
a precarious state. In the first 
place, Green River business men 
had rallied against repeal. The or- 
dinance had been passed with their 
ardent support in 1931, when de- 
pression hardships had resulted in 
considerable new competition from 
out-of-town itinerant vendors. 
Green River merchants still feared 
that they would suffer from new 


|competition if the law were re- 


pealed. 


® More imporcant, the Union Paci- 


| tic stand naa been reversea. Arthur 


k. S.voddara, president o1 tne rail- 
road, had come into tne picture in 
a big way. Book indusiry execu- 
luves learned tnis irom reading tis 
report in the Kock Springs Kocket: 
(Mr. Svoddard; “regress tat tnere ap- 
parently was some musunderstanding as 
wo the raiiroaas position on this matter, 
and tnat toe Unmon Pacific position thus 
lar Nas veen one Ot avsolute neutrality on 
matter. 
we nave always been in accord m 
principie wiih tne position taken by locai 
chamvers vl commerce and civic groups, 
ana witn reterence to tne controversy 
over tne Green river ordinance, we want 
the business men and people ot that city 


me 


and our own employes to have what they 
want. 

“The Union Pacific record shows we 
have always adhered to this policy, not 
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HOLIDAY DISPLAY—RCA Victor's famous 
Christmas angels will again feature the 


company's holiday displays this year. 

The centerpiece in this colorful, three- 

dimensional lithograph display stands 37” 
high and is 35'2” wide 


only in the Green River-Rock Springs 
area but in every other place 

‘Having lived in Green River and know 
ing the business people and our own em- 
ployes there, it would be surprising to 
if they wanted to repeal this ordi- 
nance 

Despite this watering-down of 
the Union Pacific’s viewpoint, it 
was agreed that the direct selling 
representatives should still have, 
as was promised at the original 
meeting in Rock Springs, the op- 
portunity to express their views 
at a town meeting in the Green 
River high school auditorium. This 
came up Oct. 25. Members of the 
book men’s committee went to 
the Green River town meeting 
with little hope they could mobi- 
lize sentiment against the law, in 
the face of the UP stand. 

But they attended, and presented 
a formidable case. The following 
account, reported in the Green 
River Star Oct. 26, tells most of 
the story of the meeting: 


Unless citizens of Green River reverse 
their stand as expressed viva voce Thurs- 
day night at a public mass meeting, and 


me 


| by petitions being received by the mayor 


and city council, Green River's famous 
ordinance No. 175 will remain on the town 
books, Mayor F. W. Wilkes said this 
morning. Wilkes’ statement was made 
after leaders and representatives of the 
house-to-house direct sales industry and 


representatives of the town had each 
addressed approximately 700 persons at 
the high school auditorium Thursday 


night, presenting their cases pro and con 

Nationally known men addressed the 
audience, after some of their group had 
visited here several days during the week, 
propounding the case of the selling indus- 
try. But, when T. E. Rogers. local banker 
and merchant, asked the crowd, at the 
conclusion of his speech favoring reten- 
tion of the ordinance, the shouted answer 
“No” came back from the audience which 
had not been sympathetic to the press or 
the visitors 


In presenting the seller's case for the 
repeal of the ordinance, James P. Colvin, 
public relations director for Encyclopaedia 


Britannica, reviewed the situation of the 


house-to-house selling industry as the 
result of the Green River ordinance 
spreading through the nation, asserting 


that direct house selling had introduced 
new items, today common to stores, which 
could not have been introduced otherwise 

Nicholas DiPeitro, lilinois Federation of | 
Labor representative to the Illinois In- | 
dustrial Commission, and high in Inter- 
national Typographical Union eouneite! 
and national labor affairs, told the audi- 
ence that both labor and employer are | 
concerned, alleging that the ordinance | 
would result in loss of thousands of jobs 
in the industry. 

The audience heard the Rev 
H. Alexander of the First Christian | 
Church of Oklahoma City, nationally 
known minister, lecturer and political as- 
pirant, who made a spiritual and prac- 
tical plea for repeal of the ordinance 

Opposing these three were Mr. Rogers, 
whose main point besides the right of 
individuals to protect their homes by be- 
ing able to name the persons they de- 
sired in the home, was that it Is not 
plausible that a small town such as Green 
River could control the industrial destinies 
of the nation, as proponents of the repeal | 
had said. Martin Peterson, railroad em- 
ploye speaking as a private citizen, and 
Don Dugan, secretary of the Cheyenne 
Chamber of Commerce, bac ked Mr 
Rogers’ stand from the platform. Several 
spoke from the floor of the meeting, the 
only exception being that of a man from 
Cheyenne who read a letter he said he 
had written to Mayor Wilkes in Septem- 
ber opposing the ordinance j 

Among the prominent representatives or 
house-to-house sales organizations pres- 
ent in Green River for the meeting, besides | 


William | 


of Chicago, circulation manager of Ex- 
tension Magazine, a Catholic publication; 
Leonard Davidow, president of Consoli- 
dated Book Publishers Inc.; Kenneth Ray, 
New York City attorney; Jack Luhn, pres- 
ident, and J. M. George, executive secre- 
tary of National Assn. of Direct Selling 
Companies; William Lissak, of Field En- 
terprises; Arsene DeNoyer of United Edu- 
cators, Ed Lamson, free lance writer, and 
representatives of the various trade jour- 
nals. 

Interest had not been as high dur- 
ing the week as had been expected, 
and the Star's appeal last week for writ- 
ten expression resulted in only three let- 
ters being received, which, because of 
the statement that all communications 
would be published, are printed in this 
issue, even though the matter is regarded 
as settled 


(One of the three letters, refer- 
ring to a large-space ad run in the 
Star by those seeking repeal, said 
that clergymen lending their names 
to the ad “would sign their names 
to anything”; a second opposed re- 
peal, saying those in favor of re- 
peal are the same people who go 
outside the city to shop; the third, 
by a clergyman in favor of repeal, 
said “75% or 80% of low wage in- 
comers would like the ordinance 
repealed but are afraid to speak 
out for fear they will be marked 
as black sheep.”’) 


@ The matter will probably be 
submitted to the Green River citi- 
zenry for formal action, but 
spokesmen for the door-to-door 


selling companies do not expect 
the law to be changed now. They 
have not given up hope, however. 
The proponents feel they have con- 
vinced many Green River people 
that the ordinance is not an un- 
mixed blessing. 

They told AA that many Green 
River people, including leading 
citizens, have become aware of the 
importance of the “Green River or- 
dinance” issue nationally, as a re- 
sult of these loca] events, and pri- 
vately hope sentiment can _ be 
changed. 


s That is where the matter new 
stands. In Chicago, meanwhile, the 
subscription book company rep- 
resentatives have banded closer 
together as a result of their com- 
mon experience in combatting 
trade restrictions. Some years back 
the larger companies had formed 
the subscription book committee 
of the American Textbook Pub- 
lishers Institute, to cooperate with 
national and local Better Busi- 
ness Bureaus to help police their 
part of the direct selling industry. 

In recent weeks, two further 
steps have been taken. Virtually 
all the major subscription book 
companies—58 in all—have been 
invited to join in this better busi- 
ness operation. In addition, a new 
office, the Community Relations 
Committee of the ATPI, has been 
set up in New York, working 
closely with the ATPI committee, 
to launch a public relations pro- 
gram, in cooperation with the 
NAMP and direct selling associa- 
uons in at leasi seven other fields, 
now actively engaged on a com- 
level 


munity in fighting against 
trade restrictions. 
Spokesmen tor some of the 


| larger publishers pointed out to 


AA that they themselves have little 
to lose, for the time being, by the 
ordinances. Few such companies 
ever find it worth while, even in 
large cities, to call on people with- 
out first obtaining leads via direct 
mail, phone cails, etc. Their oppo- 
sition, they say, is based on the 


| potential danger to their companies 
| and other direct selling companies 


in the long run. 


@ The Chicago city council will 
hold a hearing this coming Friday 
morning on the proposed Green 
River ordinance. It may easily be 
reterred back to committee and 
killed, in effect. Opposition spokes- 
men lined up to speak include rep- 
resentatives of the following: the 
ATPI group, the CIO and AFofL, 
Chicago Assn. of Commerce and 
Industry, Women’s Advertising 
Club, Howard Browning of 


speakers, were Monsignor Kenneth Stack NAMP’s Central Registry, etc. 


we ¥ ie ras, aby Sr 4 4 - . me, pase ae es ae eS ’ ae rae dg 7 ~ oe ey ee 
bg ic Tanai cake ae sata ns Le Mere: ctsiehetacesaheahdnadenieniacatinarcaattin age he eter ee Ee , we 
| = eS 
pe | 
: ounen SS } “x 
4 | i a ee y + tie 
/ tate - 
2 coat = . . 
CO a | 
. ie 4 i 
; 2 7 ==). oe a t } 
] 
: = ; # ; 
4 £4 ' bi 
+ x = 
a 
ae 
z 
/3 : ; 
aq 
“he 
* 
S Em 
a ee 
A 
“4 ° Te 
-~ - 
—— 
§ 
~ | 
ae 7 ee 
f 
= — 
_ 
3 a ’ 


To Get Read by Iowa Farmers a Publication Must 


SEPARATE THE WHEAT FROM THE CHAFF 


Iowa farmers are some of the most discrim- 
inating characters there are. Choosiness has 
become a habit on the farm—because it’s a 
dollars-and-cents proposition. 

Nearly every day a good farmer discrimi- 
nates against something. A cow which eats a 
dollar’s worth of feed, but puts out only 98 
cents’ worth of milk ; an old hen which vacates 
the nest, but not the feed trough; a sow 
which goes into confinement, comes out with 
only five pigs instead of ten. 

Farmers are capitalists, not sentimental- 
ists. Anything failing to show a profit gets 
short shrift. 


veys (see below) show that farmers are plen- 
ty sharp when it comes to separating editorial 
wheat from the chaff. They'll read what’s 
useful to them, skip the rest. 

That makes an editor’s job harder. You've 
got to stick to facts, forget the theories. 
Worry about Iowa corn borers, not Oklahoma 
greenbugs. Ignore spot news, unless there's 


| an angle directly affecting the business of 


farming in the corn belt. 

That’s why the editors of Wallaces’ Farmer 
and Iowa Homestead have learned to be hard- 
boiled copy-cullers. Surveys show the result: 
Readers find less chaff in WF&IH than in any 


Same with reading matter. Scores of sur- 


other publication. 


Published by Wallaces’ Farmer and lowa Homestead . . . . 


Leading Farm Publication inlowa . . . . 


Des Moines, lowa 


THEY KNOW BEFORE THEY WRITE 
WHAT IOWA FARMERS WANT TO READ 


Surveys Help Readers, Editors—And Advertisers 


What ‘happens to WFEGIH after it hits a — aed 
Surveys ge straight to the source to find out 


Mr. and Mrs. Subscriber tell Interviewer Mrs. ‘wane 
Strain what they like, what they don't 


In lowa, a atati i 
to include some of the —* $s finest cooks. 


sample is bound 


research means better issues in the future. 


And the world’s best farmers, too. On-the-spot reader 


Anybody, almost, can stuff a mailbox with reading matter. 


It’s really 


quite simple—if it doesn’t matter whether or not the stuff gets read. 
If a full mailbox were the final goal, a farm paper editor’s job would be 


a bed of roses. 
postoffice and heave a sigh of relief. 


Fill up some pages, turn on the press, send sacks to the 


Trouble is, farmers don’t subscribe to magazines just to give the mail 


carrier something to do. 
printers out of mischief. 

What happens to a publication between 
mailbox and trash heap? Who reads it— 
and how much? 

That's what editors—and ad men— 
really need to know. It isn’t hard to find 
out, either. Wallaces’ Farmer and Iowa 
Homestead has been doing it for a long 
time. Pictures on this page show how. 

WF&IH has been checking readership 
for nearly 15 years. General editorial sur- 
veys to find out what subject matter rings 
the bell. Combination surveys to check 
ad readership too. Split runs to test the 
effect of simpler writing, more color, 
larger type, etc. 

Some of the results of those surveys 
have been turned into articles in trade 
magazines, speeches to ad clubs. But 
mostly they’ve been used to give readers 
of WF&IH more of the stuff they want— 
dressed up the way they like it. 

We’ ve learned how to build up “any this 

page” scores—keep traffic high all through 
the book. To rule out “jump lines,” so 
readers won't rush along with heads down. 
To make our stuff easier to read—both 
typographically and copy-wise—so read- 
ers will linger longer. 

All these things, of course, have meant 
net gains to users of advertising space. 

Lately, we've discovered still another 
way to make readership surveys more use- 
ful to advertisers. Break down ad reader- 
ship scores into people instead of just 
percentages. What kind of folks, for in- 
stance, make up the 40 per cent who read 
a hog feed ad? Are they little hog men 
or big ones? The answer, obviously, makes 
a difference to the advertiser. 

Into what mailboxes are copies of 
WF&IH stuffed twice a month? That's 
easy. But we can also tell you what 
happens to those copies after the mailman 
drives on. 


And advertisers don’t buy space 


NEW YORK (17), 250 Park Avenue @ CHICAGO (3), 59 East Madison @ DETROIT (2), 
@ LOS ANGELES (17), Edward S. Tow Wilshire Bivd. 


just to keep 


Off the Cob... by George 


Iowa is one of only six states which have 
a lower farm mortgage debt than five 
years ago. U.S.: Up 24.5 per cent since 
1946. Iowa: Down 9.9 per cent. 

. . . 
Seldom seen in WF&IH: Coupons back- 
to-back or competing ads on the same or 
facing pages. A little “extra” service 
which irritates compositors (“The compe- 
tition gets away with it,” they yell). But 
advertisers appreciate it. 

. . . 


Iowa's soil produces more wealth each 
year than do all the gold mines in the 
world. 

. . . 
How To Talk lowa: Maybe your 16-year- 
old calls you a “creep.” But in lowa it 
means a feeding pen with slats just far 
enough above the ground to admit young 
lambs or pigs but not their mothers. Gives 
youngsters a chance to get a bellyful 
without being shoved out of the way by 
the old folks. 

ee 
Writes a farmer in Grundy county, Iowa: 
“My boy, fighting in the Korean war zone, 
writes that azother fellow hooked his 
Wallaces’ Farmer and Iowa Homestead 
and he almost had a fist fight on his hands 
to get it back.” To keep the boys concen- 
trating om the enemy instead of each 
other, we've dispatched some extra copies 
to the Grundy county lad. 


542 New Center . 
mend Co., 1324 . ote 


ISCO (4), Edward S. Townsend Co., Russ Bidg. 


With proper 7 ube farm women such as Mrs. Emit 
make t survey inte 


Ne prompting. Subscribers tell Mrs. Rickert and her 
co-workers what they really think—end read. 


a a -y seek out respondents wherever 9 et 


he missus may be in the brooder house 


. « and her husband like as not is in the feild. it 
takes a lot of hiking to keep the sample sound. 
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the group with 
the Sunday Punch 
that punches 


sales and 
more sales 


Consumers in certain markets buy more goods. To take full advantage 
of the most profitable markets, concentrate a heavier advertising 
effort on above average buyers. 

According to the U.S. Census of Business, the average family 
in the 3 city ond suburban areas of New York, Chicago and Phila- 
delphia spends 5 5°c more for Drugs, 31° more for Food, 33°¢ more 
for Furniture and Appliances, and 103°0 more for Apparel than 
the average family in the rest of the U. S. 

FIRST 3 Markets Group reaches about two-thirds of all fam- 
ilies in the 3 compact metropolitan areas. For maximum sales at 
minimum advertising cost use. . . 


The group with 
the Sunday Punch 


New York Sunday News 
Chicago Sunday Tribune 
: is Philadelphia Sunday Inquirer 


Rotogravure + Colorgravure 
Picture Sections + Magazine Sections 


New York 17, N. ¥., News Building, 220 East 42nd Street, VAnderbilt 6-4894 : Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blud., MIChigan 0259 
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Feature Section 


Advertising Age 


THE NATIONAL NE 


Woolf Gives Food Writers a Tip 


CM Considers ‘Hard Sell’ 


PER OF MARKETING 


Employe Paper's Five Aims 


Why Exploit Disbeliet? 


Ludgin Comments on Advertising Education 
Challenged by University Spokesman 


Appearance in these columns Oct. 8 of a speech by Earle Ludgin, presi- 
dent of the Chicago advertising agency of that name, detailing what hap- 
pened when his son decided to seek a job in advertising, has created an 
unusual amount of discussion in advertising and academic circles, much of 
which has been mirrored in the Voice of the Advertiser columns of ApvER- 
TISING AGE. The following piece, which was also addressed to that depart- 
ment, is presented here because it raises many questions about advertising 
education, and presents some thoughtful arguments for cooperation, which 
will be of interest to all advertising people. 


By C. H. SanpAGE 
Chairman, Division of 
Advertising, University of Illinois 


Earle Ludgin’s research into the ad- 
vertising training programs in American 
universities, which appeared in these 
pages Oct. 8, was not worthy of the head 
of a highly respected advertising agency. 
It would appear from the AA story that 
Mr. Ludgin made his evaluation of the 
advertising in our universities on the 
basis of a casual examination of one text- 
book. Surely he would not recommend 
that kind of research to a client of his 
who wanted an advertising campaign 
built upon fact rather than hunch. 

But perhaps Mr. Ludgin’s purpose in 
speaking as he did was primarily to 
arouse the interest and thinking of both 
advertising vractitioners and educators 
concerning the importance of sound, pro- 
fessional training for future advertising 
men and women. If that was his purpose, 
then I believe that he will find, if he 
delves more carefully into the subject, 
that many universities are doing a far 
better job of teaching advertising than his 
personal experience has indicated 


® While the number, type and content of 
advertising courses in our colleges and 
universities vary widely, I am convinced 
that all good schools aim at one funda- 
mental objective with their advertising 
students: To develop well-rounded indi- 
viduals with a sound, basic education and 
some specialized knowledge of advertising 
methods and practices, rather than to turn 
out advertising technicians or specialists. 

Let me cite the educational program 
at the University of Illinois as reasonably 
typical, although of course there are 
variations from school to school. Illinois 
provides a “major” in advertising for stu- 
dents who wish to make advertising their 
career. This major is elected primarily by 
students registered in either the college of 
commerce or the school of journalism and 
communications. Election of this major is 
made at the beginning of the junior year. 
By that time most students have had work 
in economics, psychology, sociology, 
political science, English and _ history. 
Some have had work in accounting, phy- 
sical science, agriculture, home economics, 
and fine arts. Additional courses in these 
fields can also be taken during the stu- 
dent’s junior and senior years. 

The amount of time which the adver- 
tising student will devote to specific 
courses in advertising will average about 
one semester of work out of eight. It is 
not the purpose to turn out a narrowly 
trained person, but rather to provide stu- 


dents with a fundamental understanding 
of the economic and social order in which 
they live, cultivate their powers of analy- 
sis, assist them in developing systematic 
methods for solving problems, and equip 
them with enough technical knowledge in 
their chosen field to permit them to be- 
come effective apprentices or interns in 
the advertising industry. With such a 
combination it is believed that graduates 
will enter the field of advertising with 
the philosophy of a professional person 
and contribute to the material progress 
of their chosen field. Of course the adver- 
tising program places some emphasis on 
the techniqu@s employed in the adver- 
tising business, but always with the pur- 
pose of those techniques in mind. They 
are means to an end, not an end in 
themselves. 


® Specific instruction in advertising is 
built around a core of five courses, with 
three other courses which may be elected 
by the student but are not required. In 
addition to these specific courses in ad- 
vertising, all students must have certain 
courses in economics and marketing to 
meet the requirement for graduation. 

A careful analysis of the content of each 
of these courses would indicate that they 
meet the specifications suggested by Mr. 
Ludgin for a balanced program of instruc- 
tion 


Qualifications for Teaching 

The quality of the faculty to teach 
courses in advertising is as important as 
the courses themselves. We believe we 
have at Illinois an advertising staff that 
is eminently qualified to practice the fine 
art and science of teaching advertising, 
and that other good schools can make the 
same statement without’ qualification. 
Teaching is a profession and requires pro- 
fessional talents. It is vital that advertis- 
ing teachers know their subject matter, 
but it is equally vital that they know how 
to communicate with students and to 
stimulate student imagination and powers 
of analysis. 

The Illinois faculty—like all other 
good faculties—has had experience, but 
not so much experience of one narrow 
type as to dull or kill their sense of per- 
spective and objectivity. They continually 
seek to keep informed of current develop- 
ments and, through attendance at conven- 
tions, inspection of current plant practice, 
and personal conferences with leading 
practitioners, keep their finger on the 
pulse of the industry. 

There are ten members on our adver- 
tising staff, and all of them have had 
good formal training which qualifies them 
for the profession of teaching. In addi- 


tion, every one of them has had practical 
experience in advertising or closely re- 
lated fields. It is also interesting to note 
that in the past three years three of our 
men have served summer internships 
with leading newspapers under the pro- 
gram sponsored by the Newspaper Ad- 
vertising Executives Assn. A large num- 
ber of books, bulletins and magazine ar- 
ticles have been produced by members of 
this staff. Several, also, are frequently 
called upon by the advertising industry 
to serve as professional consultants. 

The cry of Mr. Ludgin and others for 
more practical experience for teachers is 
perhaps unrealistic. Advertising agency 
personnel specialize in telling manufac- 
turers and retailers how to operate a part 
of their business. Not many agency men 
have had years of recent experience in 
the manufacturing or retailing businesses 
whom they serve. Instead of considering 
that a handicap, agency men rightfully 
list it as an advantage, since they can of- 
fer a more realistic and effective kind of 
service when they operate with the per- 
spective which the detached position of 
an independent counselor provides. The 
teacher of advertising should be no less 
an independent functionary than is the 
agency practitioner 


' 
A Chance to Help 

Advertising practitioners, however, can 
help improve even the present high stand- 
ards of teaching in our leading colleges 
and universities. This can be done, not 
so much by making part-time or “hobby” 
teachers of advertising men, as by de- 
veloping an organized method whereby 
teachers can spend several of their sum- 
mer weeks in actual work residence in 
advertising offices. Newspapers, as we 
have indicated, are already doing this; 
others might follow their lead 

Schools can also invite practitioners to 
the campus for staff seminars and talks 
with students, and many do. At Illinois 
for example, we inaugurated an organized 
program of that sort last year. The Illinois 
course in “Current Advertising Develop- 
ments” is limited to, but required of, all 
advertising majors during their last 
semester in residence. That course meets 
16 times during a semester and from 12 
to 14 of those meetings consist in having 
leading advertising practitioners explain 
their own advertising operations 

Some speakers believe that they should 


G. D. Crain Jr. Says... 


give the students a complete advertising 
education in 50 minutes, but we are gen- 
erally successful in getting speakers to 
talk about their own specific operations 
Mr. Ludgin has a standing invitation to 
serve as one of those speakers. 

Furthermore, the University of Illinois 
will be delighted to serve as host to any 
group who will sit down and study the 
program of education for advertising 
seriously. One such meeting has already 
been held at Illinois. This is an open in- 
vitation for practitioners to initiate anoth- 
er and to invite educators to meet with 
them 


Pleads tor Realism 

In our thinking about advertising ed- 
ucation let us be realistic and modern, 
Let us not judge current education pro- 
grams from the perspective of our office 
chair, the cursory examination of a be- 
ginning survey textbook, or the status of 
advertising education when current senior 
practitioners were college students. 
Teaching, like advertising, is dynamic 
and changes, too 

And while we are speaking of realism, 
does Mr. Ludgin honestly believe that we 
should studiously avoid bringing to the 
attention of modern students of ac vertig- 
ing any references to untruthful and eg- 
aggerated adtertising that are made fn 
editorials in Apvertistnc Ace, Tide, 
Printers’ Ink, and Advertising Agency, 
the speeches of Fairfax Cone at Four A's 
conventions, the actions of leading new§- 
papers, and the work of advertising of- 
ganizations? Would he not prefer that 
such students be trained to assume tie 
responsibilities suggested in the codes @6f 
the profession and be ready to recognize 
and help “unfrock” the charlatan ad 
quack? 

Close to 100 students of advertising will 
be graduated from the University of 
Illinois next June. These men and women 
will be seeking employment with retail 
stores, various advertising media, manu- 
facturing concerns, agencies, and service 
institutions. Current practitioners can 
give further help to college and university 
training in advertising by accepting such 
fine young men and women as interns for 
the final polish required before they are 
ready for full membership in the profes- 
The record of many of our former 
advertising graduates will attest to their 
good training and superior worth. And 
certainly other schools can say the same 


sion 


Show Managers Are Just Like Publishers 


The formation of the Exhibits Attend- 
ance Audit Bureau and the publication 
of its first attendance audit were hailed 
by the National Industrial Advertisers 
Assn. at its convention in New York last 
June as marking an important milestone 
in the progress of industrial and trade 
shows. 

The bureau was organized largely 
through the efforts of the Exhibitors Ad- 
visory Council, made up of leading in- 
dustrial advertisers, and has been backed 
by the NIAA and other advertising in- 
terests. The first audit was based on the 


analysis of attendance at the Radio En- 
gineering Show, held at the Grand Cen- 
tral Palace in New York last March, under 
the management of William C. Copp 


@ In reporting the discussions of indus- 
trial shows at the NIAA convention, Ap- 
VERTISING AGe called attention to the “jar- 
ring note” introduced by a leading show 
manager, who said frankly that he does 
not expect to become a member of the 
EAAB. This was perhaps an understate- 
ment, as the sentiment of show mana- 
gers I talked to at a recent meeting held 
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by the Exhibitors Advisory Council in 
Chicago was decidedly on the apathetic 
side. Some of the managers predicted that 
no other attendance audits would be is- 
sued. 

The new audit bureau has been com- 
pared with the Audit Bureau of Circu- 
lations, since it aims to give the same sort 
of information to purchasers of space at 
industrial expositions as is supplied to 
buyers of space in business publications, 
covering attendance, type of admission, 
type of companies represented and job 
interests of those attending. The show 
managers who have shown complete lack 
of interest in these reports say that they 
are already giving all of the information 
their exhibitors want, and that there is 
no demand for the audits. 


e This is very much like the situation 
which prevailed at the time of the or- 
ganization of the Audit Bureau of Cir- 
culations back in 1914, with one im- 
portant difference. At that time adver- 
tisers and agencies were determined to 
have independent audits of publication 
circulations, and their demands were so 
loud and ioeng that when the ABC was 
finally put to work, most of the leading 
publications immediately joined the bu- 
reau and began giving buyers of adver- 
tising audit reports covering their cir- 
culations. 

At present the advertisers who use the 
great promotion facilities of industrial 
and trade shows, if their managers are 
to be believed, are not sufficiently in- 


Salesense in Advertising... 


terested to demand attendance audits, 
and human nature being what it is, it 
is doubtful if the show managements will 
supply the information until they are 
convinced that many of their most im- 
portant customers really want it. 


e William C. Copp, the show manager 
who pioneered in submitting his attend- 
ance figures at the Radio Engineering 
Show to the initial audit, is convinced 
that the information will be helpful to 
the exhibitors, as well as to the Insti- 
tute of Radio Engineers, which sponsors 
the show. And he is also optimistic about 
the ultimate decision of other show man- 
agers to become members of the bureau 
and supply detailed, audited data on the 
attendance at their shows. 

If this happens, and if the bureau is 
supported actively by the advertisers in 
behalf it was organized, it is 
probable that in addition to including in- 
dustrial shows, it will cover trade and 
general expositions, fairs and other events 
where space is sold to commercial ex- 
hibitors. This would bring into the field 
of interest many general advertisers who 
at present have only an academic interest 
in the subject of show audits. 


whose 


® However, don’t expect this to hap- 
pen until advertisers make it clear to 
show managers that they want attend- 
ance audit figures, supplied by an in- 
dependent auditing bureau. The customer 
can always get what he wants, but he has 
to make it clear that he really wants it. 


Seems That a Few Food Writers Still 
Aren't Hep to the Facts of Life 


8yv James D. Woo.r 

Mister, have you ever made pancakes 
for your family? I have. In fact, pan- 
@akes are my one culinary accomplish- 
ment, and I take great pride in them. To 
My way of thinking, pancakes should be 
gerved piping hot, and should be flipped 
from the griddle to the hot plate from 
Which they are to be devoured in a mat- 
ter of seconds. They are especially en- 
ticing and delectable when they are about 
the size and weight of a silver dollar and 
served with warm syrup and melted but- 
ter. Ask for pancakes the next time you 
breakfast at the Hotel Muehlebach in 
Kansas City and you'll see what I mean 


e An entire family of five or six persons, 
or indeed three or four, should not be 
served simultaneously if the persons being 
served possess sophisticated pancake pal- 
ates. There is no way known to science 


. Jack of antem g 
ra : Breaktast ! 


i 


whereby it is possible to accumulate a 
platterful of the fragrant little cakes and 
keep them at their split-second peak of 
perfection as they come off the griddle 
The proper pancake at its toothsome best 
is a delicate thing—tiny, as I say, and so 
light and fragile that it gently falls apart 
at the touch of one’s eager fork 

How, I wonder, will it be possible for 
me, a pancake chef of recognized ability, 
to fabricate the Jack o’ Lantern breakfast 
recommended to the American family by 
Bisquick, Armour, Karo & Co. in the Oct 
22 issue of Life? 

The piece de resistance illustrated rep- 


resents a feat of timing that surely would 
defeat me, even though I had 17 pairs of 
hands. How would I ever contrive eyes 
and mouth without mangling my fragile 
little morsels? And how would I manage 
to serve my family, plus a guest or two, 
simultaneously? My first “Jack” pancake 
would be as cold and leathery as a slab 
of day-old lemon pie before I success- 
fully heaped the platter with 30 or 40 
cakes 

It seems to me that we still have around 
a few food writers who ought to be wised 
up to the facts of life as they are today 
in the average American household. 


es There is no longer a servant class. How 
many households do you know that em- 
ply cooks? Or ordinary housemaids for 
that matter? Or even hired girls by the 
day? Isn't it true that most of the house- 
wives you know, even those supposedly 
in “good circumstances,” are doing most 
or all of their own housework and child 
rearing—sweeping, polishing, scrubbing, 
dusting, sewing, darning, laundering, 
making the beds, patching old things up 
to “make them do,” and wiping little 
noses? And isn't it true that most of the 
housewives you know are worried sick 
about their food budgets and such prac- 
tical matters as how to make a delicious 
cake with one egg instead of three? 

Let's take eggs, for example, since I’ve 
mentioned them. In a recent issue of a 
woman's service magazine I find four 
color pages featuring four fancy cake 
recipes—one calling for six eggs, two for 
five eggs each, and one for four eggs, not 
to mention a variety of other costly in- 
gredients. In my town first-grade eggs 
are selling approximately for 8¢ each! 
That's just one fact of life that ought to 
be remembered. 


e A magazine food editor, with whom I 
had luncheon recently, defended fancy, 
hard-to-make, time-consuming recipes on 
the ground that they had novelty and 
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The Creative Man's Corner... 


The ‘Hard Sell’ School 


A lot of smart brains in the country have decided we are currently in— 
and, for the past few years, have been in—a period demanding “hard sell.” 

In terms of advertising, this has meant—layout-wise—the blackest cap- 
tions the newspapers and magazines would print plus—copy-wise—a com- 
plete cataloging of a product’s more important nuts and bolts. 

The automobile advertising exhibited here seems, to The Corner, typical 
of such thinking. You might think we were back in the era when you 


DE SOTO VALUE STANDS OUT EVERYWHERE 
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never knew whether your car was going to bring you back home again or 
not. It’s been quite a while since dealers began their sales spiel by lifting 
the hood—to provide evidence that the car had such things as a motor, a 
carburetor and spark plugs. Nowadays, for all the motorist cares, there 
might be a Nubian slave there. 

So faultless have American motor cars become, mechanically, that the 
average automobile today doesn’t even boast a tool kit. And before long, 
no doubt, even the jack will disappear. There is little a motorist asks for 
today except a car that will impress hell out of his friends and neighbors. 

All of which is a factor the “hard sell” school seems to overlook entirely 
(with the notable exception of Cadillac and Buick). Or maybe these particu- 


lar cars don’t have that particular psychological factor to offer? 


news value and 
“Women,” she said, 


were eye-stoppers 
“just adore party 
dishes, and there are still plenty of house- 
wives who like to cook.”” What she says is 
true, as I see it, up to a point. Nobody 
can convince me that the average harried 
housewife is simply wild about spending 
a lot of her time in her kitchen. Quite a 
few years ago I had a hand in preparing 
a color page, headed “Come Out of the 
Kitchen,” for Libby, McNeill & Libby. 
That page, as I recall it, pulled 30,000 
coupons asking for a booklet of time-sav- 
ing recipes! And that was in the days of 
plentiful housemaids and low-cost ingre- 
dients. 

I do not mean to suggest that food ad- 
vertisements should be illustrated with a 
dish of plain boiled potatoes and an un- 
adorned ham bone. But there is a happy 
medium of recipes that are practical and 
easy to prepare yet at the same time in- 
viting to the eve and tempting to the taste 
buds. And not budget-wreckers. 


a I like the Wilson & Co. color spread in 
the October issue of the Ladies’ Home 
Journal, The products advertised are Veg- 
All mixed vegetables and B-V meat ex- 
tract. The feature dish attractively illus- 
trated is a “super vegetable soup” that 
can be made “in a few quick minutes— 
for a few pennies a plate.” The headline 
is a fine example of the kind of appeal 
I am urging in this article: Look Ladies— 
serve your family this thrifty SOUP made 
with VEG-ALL and B-V...Quick ‘n’ 


easy ...tasty, pleasy! 

Very good, too, I think is an American 
Meat Institute advertisement in the same 
issue of the Journal. The dish pictured 
beautifully in color is hamburger corn- 
pone pie, “almost a dinner-in-one-dish 
that ‘is as easy on the cook as it is on 
the budget.” 


® My food editor friend is of course right 
when she asserts women are interested 
in novelty, and now and then they are 
going to fix .“party dishes” no matter 
what. But I have a hunch that today 
women are even more interested in ideas. 
To explain what I mean by “ideas” I 
shall quote from the American Meat In- 
stitute ad just referred to: 

“Where's there a woman there’s a way! 

“It isn’t just what she carries in her 
purse these days that helps her stay in 
style, smarten up her home or set a good 
table. It’s what she carries in her head! 


@ “This good-looking main dish is an ex- 
cellent example. It starts with a simple 
pound of ground beef, but it’s well sea- 
soned with imagination. That's what 
makes it the kind of dish that would be 
hard to beat, even if you had all the mon- 
ey in the world to spend for food. 

“But, since most of us have budget 
troubles these days, the meat industry 
is searching for ideas that will help you 
get more mileage out of your food dollars 
in eye appeal and taste appeal, as well as 
nutrition. 
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“The hamburger corn-pone pie is one 


of them”—a dish as easy on the cook as it 
is on the budget. 


Tips for the Production Man... 


The Jack o’ Lantern breakfast, in the 
opinion of this columnist, is not an idea— 
it’s just a gimmick. 


Freshening Up Editorial Layouts 


By Kennetu B. BuT_er 

Recently I conducted round table ses- 
sions on layout with a group of alert edi- 
tors of America’s alumni bulletin publica- 
tions. What they were looking for, they 
said frankly, was help in freshening up 
the appearance of their pages. Many of 
them used three or four-page layout pat- 
terns, did them to death. 

In some ways this group of production 
folks taught me far more than I taught 
them. Not only did I learn how hungry 
layout people are in their zest to learn 
more about their craft—I learned that 
they find it easier to fix a layout tech- 
nique in their memory if the layout device 
is given a fancy name. 


@ For example, speaking of placement of 
illustrations on the page, what is a “hitch- 
on?” Even if you've never heard of the 
expression, you still pass. I hatched out 
the name to aid the memory in fixing the 
device of attaching the corner of one 
square finish halftone to the corner of an- 
other. Simple as the technique is, it is not 
used nearly as frequently as it might be. 

Or, what is a “cookie-cutter” picture 
shape? That, too, proves to be a trick 
name that stirs the creative urge in those 
situations where the layout man wants an 
unusual shape for a halftone illustration 
in order to get away from the incessant 
use of square finish illustrations. The 
term describes picture shapes combining 
curved and straight edges. 

Another: The “half end half” method 
of handling two-page spreads. It’s got 
nothing to do with pipe tobacco. It aptly 
describes the method of devoting one half 
of a spread to a full-page illustration, the 
other half to headline and text material. 


es Another synthetic name that brings up 
a definite picture arrangement pattern in 
the mind of the creative layout man is 
“checkerboard pix.” It describes the 


Employe Communications... 


TRICK NAMES—Upper left, pictures and re- 
verse plate headline use the “hitch-on” 
technique; upper right, an “islanded” half- 
tone; below, a two-page spread organized 
on a “half and half” basis. 


method of attaching numerous small 
square finish halftones at the corners in 
the pattern of a checkerboard. Intervening 
spaces may be left white or devoted to 
caption copy. 

Still another trick name is the “islanded 
halftone.” This describes the placement 
of line engravings around a central domi- 
nant halftone, another good technique 
where line work is to be combined with 
halftone illustration. 

Sound okay? After all, get two good 
dressmakers together and you will hear 
them chatter about flounces, gussets, pep- 
lums, and insertions. 

“Insertions?” Oh, yes, that’s my term 
for situations where headlines are split by 
a thin illustration. 


Five Aims of the Good Employe Paper 


By Ropert NEWCOMB AND MARG SAMMONS 

Before anyone enters the field of in- 
dustrial editing, he should be required to 
spend roughly two weeks 
sights adjusted by Roscoe Ellard, the 
great, good sage of the graduate school 
of journalism at Columbia University in 
New York City. As professor in charge of 
instruction at Mr. Pulitzer’s institution, he 
has had much to do with steering young 
people into the right avenues of com- 
munication, and with showing them how 
to keep orderly the attics of their think- 
ing. He is as direct as a memo from 
the finance company, and he gets quickly 
at the root of things. He has a rich back- 
ground in newspaperdom, and since he is 
called in frequently by foreign newspaper 
groups for counsel, he has an interna- 
tional viewpoint and an international rep- 
utation. 


# A short time ago, before a group of in- 
dustrial editors comprising the House 
Magazine Institute in New York City, 
Prof. Ellard outlined the five aims and 
objectives of an industrial (company) 
publication he felt publishers might well 
keep in mind. Remember, these repre- 
sent the broad view of a newspaper ex- 
ecutive and university administrator dis- 


getting his. 


posed to look upon communication in the 
light of its total potential accomplishment, 
not in the light of what it can do in one 
small company: 

1. A publication that would represent 

chiefly with news—a frank, believable, 
understandable medium of information to 
employes and stockholders on manage- 
ment problems, aims, plans, successes and 
failures, even including the bad news with 
its background, the believable reasons for 
it, and what’s being done about it. 

2. A publication that would give em- 
ployes a credible understanding of what 
they themselves are doing—of the impor- 
tance and social significance of the com- 
modity they are making. 


® 3. A publication that would provide an 
understanding of the economic and his- 
torical phases of the day's news as it af- 
fects employes’ and stockholders’ and di- 
rectors’ lives and their work. Prof. Ellard 
suggests that “this needs to be done ex- 
clusively as a matter of idea in relation- 
ship to the individual—not ever in terms 
of political propaganda.” He does not 
think “you can cram anti-Democratic 
party or anti-Republican party arguments 
as such down employes’ throats.” 

4. A publication that would give em- 


ployes interesting and human interest 
news of themselves in fresh, readable, 
accurate ways 

5. A publication that would talk be- 
lievably and in an indispensably interest- 
ing way—talk simultaneously—to man- 
agement, boards of directors, stockholders, 
employes, customers. 


® For years companies have shuddered 
at the thought that a single medium of 
communication could be developed of in- 
terest to several different groups asso- 
ciated in some way with a company. Prof 


The Eye and Ear Department... 


Ellard, on the other hand, sees the de- 
sirability of “bringing about a marriage 
of minds concerning the aims and pur- 
poses of management and employes and 
boards of directors, stockholders and cus- 
tomers.” 

Publishers of employe journals often 
keep their communications in a rut. They 
want everyone to join gleefully in the 
corporate happy family, yet they talk to 
each group in a different language. Prof. 
Ellard doesn’t think you build harmony 
and understanding with the tools of con- 
fusion 


Disbelief Exploited 


It may interest those who look as well 
as listen to the entertainment that reaches 
them over the airwaves, to learn that 
Jack Benny is still holding forth over 
CBS on Sundays from 7 to 7:30 p.m. It 
may also interest them to learn that Ben- 
ny’s program, like so many radio pro- 
zrams, hasn't changed one iota. Listening 
to it is like having a time machine that 
reaches out into interstellar space and 
retrieves waves that have been 
traveling in that direction for eons. 

In fact, one of the curiosities about ra- 
dio is its complete lack of change over the 
years. Once established, its stars, its for- 
mulas, its method of commercial an- 
nouncement remain rigid and unchang- 
ing. TV, at least, has differed in that re- 
spect—perhaps, since it is seen as well as 
heard, its presentations pall more quickly. 

While the announcers bellow in the 
same annoying fashion and the singing 
commercials still suffer from the same 
lack of lyrical skill, the content of the 
commercial announcements does change. 

At the moment, for example, Lucky 


radio 


Strike—with a great deal of ballyhoo—is 
charging other cigaret claims as being 
pure ballyhoo. Not one but several “in- 
dependent research laboratories” have 
found Lucky Strike cigarets to be “bet- 
ter made”—whatever that means. 

As a result, Lucky Strike'’s claim is that 
you don’t have to buy cigarets on claim 
any longer. These commercials reach a 
point of ridiculousness that didn’t seem 
possible. Like nothing The Eye and Bar 
Department has heard (other commer- 
cials, they claim, are sheer “double talk”), 
Lucky’s commercials make all advertising 
pronouncements seem suspect. 

It seems unfortunate in these times, 
when mankind is struggling so despér- 
ately to retain some degree of reliability 
and belief in the spoken and written word, 
that an advertiser should so irresponsidly 
call its competitors liars and deceives 
in so many words. Is the sale of a pagk 
of cigarets that important? Or has the 
available supply of advertising brains be- 
come so depleted that disbelief rather 
than belief should be exploited? 


Mail Order and Direct Mail Clinic... 


Package Stuffers Boost Sales 


By Wuirr NortumMore ScHuttz 

“Our sales always jump when we use 
package stuffers!” 

Miles Kimball, late president of the 
highly successful Miles Kimball Co. in 
Oshkosh, Wis., told me that one day, 
shortly before his untimely death, when 
we were touring his block-square mail 
order plant 

Miles and his wife Alberta, incidental- 
ly, built their mail order company from 
a meager $10 beginning to a net worth 
of over $1,000,000 in a very few years 
selling gifts, toys, housewares and novel- 
ties by mail to thousands of people across 
the nation. 

Effective package stuffers can bring 
you greater sales, too. You see, if you're 
selling fully guaranteed quality products 
(or services) by mail—and that’s the 
only kind to sell—-your customer is going 
to be pleased with what he receives from 
you 


@ For example, if you're selling ties by 
mail, and your customer receives his ties 
promptly, and in good condition, that’s 
the time to unobtrusively sell him some- 
thing else, for he’s in a receptive mood. 

He likes your ties. He likes your serv- 
ice. And he'll want to order from you 
again. 

While he’s in this good mood you can 
skillfully introduce him to—and urge him 
to order—another tie, perhaps, or an al- 
lied item. And that’s where a cleverly- 
conceived package stuffer enters the 


greater-sales-by-mail picture. 

What is a “stuffer?” 

Well, it’s usually a small folder (say 
3'2”"x6%") or slip of paper attractively 
printed with a picture, or pictures, of the 
item, or items, you're trying to sell, to- 
gether with full description, price, order 
blank, and signature line and address. 


® One three-color folder which does a 
fine merchandising job is supplied to mail 
order firms by White River Industries, 
Box 681, Muskegon, Mich. 

The folder’s front cover introduces the 
product, a branding iron, and tells how 
it can be used to personalize sports equip- 
ment, toys, luggage, etc. 

Inside the folder are sketches of over 
20 different things the branding iron per- 
sonalizes. And there’s also some sales- 
building copy. In addition, an easy-to-use 
order blank is included. The back cover 
has more sales copy and the mail or- 
der firm’s name and address. 

This package stuffer, which, by the way, 
can be slipped into an envelope with a 
letter as easily as into a package, is doing 
a splendid job of building wholesale mail 
sales for White River Industries and also 
retail sales for the mail order firms using 
the stuffers. 

Re-orders from old and satisfied cus- 
tomers are what really count toward high- 
er net profits when selling by mail. 

If you use attractive stuffers consistent- 
ly in your outgoing mail your sales are 
bound to grow. 
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‘American Artist’ Raises 


Ad Rates, Guarantee 

American Artist magazine has 
raised its circulation guarantee 
5,000, to 35,000, effective immedi- 
ately. New advertising rates based 
on $395 per page will go into ef- 
fect with the Jan., 1952, issue. Ad- 
vertisers now on contract will not 
be affected until the March issue 

Watson-Guptill Publications, 
New York, publisher of American 
Artist, has also announced that 
regular advertisers in the maga- 
zine can now send a direct mail 
campaign to the U.S. subscription 
list to tle in with their advertising 


Miller Leaves, McCall Named 
Frank J. Miller has resigned as 
general sales manager of the New 


Departure division of General 
Motors Corp., Bristol, Conn., be- 
cause of ill health. Charles D. Mc- 
Call, manager of the division’s 
central regional sales office in, 
Detroit, has been named to succeed 
Mr. Miller. 


Quits, Which Helps 
Cure Smoking Habit. 
Has Chicago Debut 


Cuicaco, Nov. 6—Quits, a prod- 
uct that helps get people “over the 
hump” in quitting smoking, has 
been introduced with marked suc- 
cess in Chicago by Laboratory 
Products Co. 

Like many other such products 
(there are perhaps 40 on the mar- 
| ket, most sold by mail order ad- 
vertising), Quits is based on lobe- 
vertising and export manager with, line sulphate, a chemical described 
Fada Radio & Electric Co., has|as related to the nicotine family. 
joined Jewel Radio Corp., Long Is- | Lobeline sulphate has been a nico- 
land City, in a similar post. | tine cure for decades, but without 
a | too great success because it gives 


‘Jewish Post’ Names Zaft 

The National Jewish Post, 
Anglo-Jewish weekly with head- 
quarters in Indianapolis, has ap- 
pointed Oscar Zaft advertising 
director. 


Lubet Joins Jewel Radio 
Herman N. Lubet, formerly ad- 


Drug 


& Cosmetic 


INDUSTRY 


Covers an industry that is_ 
making its own. brilliant 


future through research 


Also Publishers of Beauty Fashion 


‘the user a lot of stomach trouble 
when taken in large enough quan- 
tities to be effective. 


. George Frank, of Goodkind, 
|} Joice & Morgan, which handles 
Quits advertising, told AA that 


Quits was developed at a Chicago 
university over a three-year pe- 
| riod, and that two other chemicals 
|} were found which, added to lobe- 
line sulphate, increase its effect 
'but permit its use in a small 
enough quantity not to cause 
stomach trouble 


s] |@ Mr. Frank said that Laboratory 
Products Co. was formed by Ralph 
Kraetsch, prominent Chicagoan, 
who subsidized the research be- 


hind Quits. It was found that 83% 


Another first for America’s fastest- 
growing metropolitan area! Greater 
Miami /eads the nation* with retail 
sales per capita of $1,380 in 1950! Add 
this per capita sales record to an 
impressive retail sales total of 675 
million dollars and you get one of the 
country’s richest major markets -- ripe 
and ready to respond for you with 
record-breaking results. 


The biggest winter tourist season 
in history promises to bring well over 
a million free-spending visitors to 
Greater Miami during the next few 
months, to swell the area’s buying 
power even more. 


You can sell this vast, rich market 
economically and directly through 
The Miami Herald, which delivers 
700,000 year ‘round residents plus a 
tremendous bonus audience of business 
leaders, executives and other key fig- 
ures vacationing on Florida’s Gold Coast. 


*All Metropolitan Areas 
Source: First Research Corporation of Florida, 
Special Study No. 88 


STORY BROOKS & FINLEY, National Reps 


JOHN 5S. KNIGHT, Publisher 
A.S. GRANT, Atlonta 
Affiliated Stations — WQAM, WQAM-FM 


MIAMI -- An International Market 
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Omaha 


president of Skinner Mfg. Co., 
maker of macaroni, and a director of the National Macaroni Manufacturer's Assn., 


MACARONI MAJESTY—Lloyd E. Skinner, 


pronounces Jeanne Bal, a member of the cast of “Guys and Dolls,” national mac- 
aroni queen. The coronation took place at a spaghetti dinner given by Skinner in 
Dallas recently to launch Netional Macaroni Week, Oct. 18-27. 


This turned out successfully, too, 
and sales are continuing high there 
after 19 weeks. 

The Chicago market was opened 
in mid-October. Mr. Kraetsch 
(who has only twe other employes 
in Laboratory Products) personal- 
ly obtained distribution in the 
Walgreen, Ford Hopkins and 
Stineway chains, and then spot 
radio (on the Earl Nightingale 
daytime show on WGN) and 1,000- 
to 50-line space in the Sun-Times 
were used. 


of those tested were able to quit 
smoking, usually within three to 
five days. (A $1 box of 15 Quits 
pills is sufficient for five days’ 
supply.) Lobeline sulphate, said 
Mr. Frank, is not habit-forming, 
and substitutes for the nicotine 
physically. Quits thus takes away 
part of the urge to smoke; the 
psychological habit seems to break 
up comparatively easily when 
Quits is used, he said. (And an AA 
reporter found this true in his own 
case.) 

The product was first adver- 
tised last spring. Copy was tested, 
using split runs in newspapers. 
Ads were couponed, and the mail 
orders were surprisingly large. All 
ads paid out profitably, Mr. Frank 
told AA. 


@ As Mr. Frank puts it, “all hell 
broke loose” right away. The three 
chains, which had been skeptical 
about giving it counter display, 
were sold out the day the first ad 
appeared, and have been sold out 
ever since almost as fast as new 
supplies are received, according 
to Mr. Frank. Most independents 
are carrying the product now. 

No plans have been made for 
widened distribution, and Mr. 
Frank is not sure what future Chi- 
cago advertising will be. He in- 
dicated, however, that distribu- 
tion will be expanded market-by- 
market. 


Edwards Joins WLIZ Sales 


8 For a while it appeared that the 
product might be a natural for 
mail order rather than retail sell- 
ing. Copy in newspapers in various 
cities, in magazines and spot radio 
all pulled well. (Some newspapers 
|were loath to run the copy, Mr. 
| Frank said.) 
| Nevertheless, the agency and 
| Mr. Kraetsch decided to try a mar- 
| ket test through retail stores. Last 
| Summer the Rennebohm drug 
chain in Madison, Wis., agreed to Stanley Edwards has joined the 
carry Quits, and a modest news- commercial sales staff of WLIZ, 
paper and radio campaign opened. Bridgeport, Conn. 


The 1951 READER AUDIENCE STUDY 
gives you a complete picture of the 
great health-minded market pre- 
selected for you by TODAY'S 
HEALTH. Get the facts about 
TODAY'S HEALTH before com- 
pleting your 1952 schedules. 


A PUBLICATION OF 
AMERICAN MEDICAL ASSOCIATION 
535 N DEARBORN ST. CHICAGO 10, ILL. 
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PR Society Sets 


= 


wo 


Kiley, Gerbic Elected V.P.s Nerell Joins Stratman 

John F. Kiley, general line sales Laurance (Bob) Nerell, for- 
manager, and Edward G. Gerbic, merly advertising and sales pro- 
director of merchandising, have motion manager of Amercoat 


4th Annual Meet in 
; & been elected v.p.s of Johnson & Corp., Los Angeles, has been ap- 
Chicago, Nov. 18 21 Johnson, New Brunswick, N. J., pointed production manager of Ed- 


Cuicaco, Nov. 7—The Public) Manufacturer of dental and hospi- ward A. Stratman, Advertising, 
Relations Society of America’s tal supplies. Huntington Park, Cal. 

fourth annual conference will be 

held at the Edgewater Beach Hotel | Airline to Hilton & Riggio 


ADmaster . 
phulomatie — 


DISPLAY 


Treusch to Insurance Co. 


here Nov. 18-21. More than 500. Colonial Airlines Inc., New York, 
has appointed Hilton & Riggio, 


ublic relations pe > ¢ ars | a: > : 
P ons people and others New York, to handle its adver- 


Joseph B. Treusch, formerly ad- 
vertising and public relations di- 
rector for U. S. Life Insurance Co 


HOLDS INTEREST-SELLS 


ADmaster is designed to the needs of 
advertisers. Accommodates from 6 to 18 


are expected to attend. ici . 

Albert C. Van Dusen, associate | York ae Ge ce Co., New in the City of New York, has been 
professor of psychology at North- bee andled the account pre- appointed director of sales for Na- 
western University, will oddiuess _ tional Accident and Health In- 
4 Monday morning session on | Joins ‘Flower Grower’ surance Co. of Philadsiphia. 
“What Makes People Tick.” Mil- Ni ; ; , 
ton Fairman, ar an om ‘ Net alg a? formerly Y&R Names Dan Russell 

.# ¢ advertising manager of Horticul- Dan Russell, formerly produc- 
relations for Borden Co. and/ture, has been appointed assistant tion director of Station KFWB. Los 
PRSA president, will speak at the | advertising manager of Flower Angeles, has been appointed radio 
Monday luncheon on “Making a Grower, published by Williams and TV director of Young & Rubi- 
New Place in the Sun.” oe Inc., Albany. cam’'s Mexico City office. 

Talks will be made during the 
afternoon by Robert W. Sedam, | Aberfoyle to Gray & Rogers Roettger to Orange Crush 
assistant v.p. of the American Aberfoyle Mfg. Co., Philadelphia Orange Crush Co., Chicago, has 
Telephone & Telegraph Co., on manufacturer of mercerized cotton appointed Don E. Roettger, for- 
“The Public Relations Function ¥@™™5: has appointed Gray & merly assistant advertising manag- 
and Top Management”; by Edward Rogers, Philadelphia, to handle its er of Swift & Co., Chicago, adver- 
C. Logelin Jr., public relations di- anaes “ang chamager. 
rector of U. S. Steel Co. subsidi- ——— “— ee aa 
aries, on “Relations with the Man- 
ufacturing and Industrial Relations 
Groups,” and by William A. Dur- 
bin, Burroughs Adding Machine 
Co. public relations director, on 
“Relations with the Sales, Ac- 
counting and Law Departments.” 


<eparate standard 8” x 10” photographs, 
posters, photo-gelatin prints, Black-Lite 
fluorescent) posters, magazine advertise- 
ment reproductions, ete. Each message 
moves in sequence. ADmaster action at- 
tracts attention, holds interest, delivers 
sour product message clinches the sale! 
Compact and portable no optical system 
or film: hence ideal for day-lighted win- 
dows and upon retail store counters. 
Fluorescent lighting assures brilliant, 
even-lighted messages. Fool-proof opera- 
tion, long life, low priced for volume use. 


ADMATIC PROJECTOR COMPANY 


800 Davis Street, Evanston, Illinois 


@ Speakers at the Monday after- 
noon session for public relations 
counseling concerns will be James 
P. Selvage, partner, Selvage & Lee, 
“Intra-Organizational Problems”; 
Melva A. Chesrown, v. p. of Fred 
Eldean Organization, on “Sala- 
ries”; Theodore R. Sills, president, 
Theodore R. Sills & Co., “Solicita- 
tion of New Business”; Pendleton 
Dudley, partner, Dudley, Ander- 
son & Yutzy, “Fees and/or Time 
Charges”; Marvin Murphy, v. p. of 
N. W. Ayer & Son, on “Client 
and PR Firm Relationship,” and 
William H Baldwin, partner, 
Baldwin & Mermey, on “Counsel- 
lors vs. PR Departments.” 

On Tuesday morning a business 
session, for PRSA members only, 
will be held. In the afternoon ac- 
tual public relations problems will 
be presented for discussion by a 
panel with audience participation, 
and at the annual dinner, that eve- 
ning, C. Hamilton Moses, president 
of the Arkansas Power & Light 
Co.. Little Rock, will discuss 
“Public Relations in Action.” 


RICH, RESPONSIVE 


AND READY TO BUY... 
the Indianapolis market! 


Last year “Hoosier Hank" cracked his piggy-bank for 
$612,207,000* of retail sales in Indianapolis alone. 
And the average effective buying income per family 
in Indianapolis reached $6,431," 42% above the 
national average, ranking 5th among the nation's 24 
largest cities! 


Here's a market that's tops in sales opportunity for 
you... profit proven... with an extra sales potential, 
unique in the nation. It's a big market . . . active, grow- 
ing, stable and easily accessible .. . 
covered by two great daily newspapers, The Indian- 
apolis Star and The Indianapolis News. 


"Hey - I'm tired of 


reading my friend's ane 
and its fully 
copy of Advertising 


Age. Start my own 


subscription for The Star and The News not only give you saturation 
coverage of this rich metropolitan area, but an effec- 


tive bonus coverage of the 44 surrounding counties. 


le-year at $3." 


PLEASE PRINT The Star and The News are Indiana's two largest 
? daily newspapers. Through them you can get your 
NAME share of over one and three-quarter billion dollars in 
spendable income .. . at the lowest possible cost. 
FIRM Write today for full market information. 
STREET KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 
city —s 
ZONE STATE 


Mail this coupon today with 
$3 to: Advertising Age, Dept 
N12, 200 E. Illinois Street, 


Chicago 11, Hlinots 
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Hamilton Starts Clothes Dryer Campaign 


Two Rivers, Wis., Nov. 6—The 
home appliance division of Ham- 
ilton Mfg. Co. is conducting a na- 
tional advertising campaign for its 


of clothes. The copy reads “.. .and 
then she got a Hamilton automatic 
clothes dryer.” 

The new ad series will appear in 


have been prepared, and a com- 
plete new series of direct mail 
pieces is being sent out. A three- 
dimensional display card for win- 
dow or counter use is being made 
available to dealers for tying in 
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1951 


National Nielsen-Ratings of Top Radio Shows 


Week of Sept. 16-22, 1951 
All figures copyright by A. C. Nielsen Co. 


aut -¢ 25 er, @ »- Retter Homes > , . on as aig CURRENT HOMES CURRENT 
automatic clothes dryer, employ etter Homes & Gardens, Good with the national campaign See pneceaus 1000) RATING 

ing an arresting copy and layout Housekeeping, House Beautiful, In addition. two sales easel- 
theme Parents’ Magazine, The Saturday books are being used. One is a EVENING, ONCE-A-WEEK ‘AVERAGE FOR ALL PROGRAMS 2,305) 55 
Ads are dominated by an illus- Evening Post and Time. miniature, which will be used as 1 ee ee ee ae tai 3.300 10s 

senes obs , 4 ’ Arth df its ¢ ever-Lipton) 
tration of a housewife starting up : the distributor salesman’s new : ae eo ae a ee 4148 99 
what appears to be a mile-long ® Newspaper ad mats, with both product and promotion presenta- 4 Jack Benny (CBS Americon, Tebacee) aa? a3 
¢ ac pac « « = ji fic « . - . Me h ) 9 
stairway, carrying a large basket seasonal and specific feature copy, tion, while the other one is de- : aw at een tte (CBS. Wildroot) 3771 90 
ae signed to stand on the dryer in the 7 Mr. and Mrs. North (CBS, Colgate) 3.729 8.9 
store. or c: be used by the deal- 8 Gangbusters (CBS. General Foods) 646 8.7 
My « store, OF Can be t : . 9 Dragnet (NBC. L&M Fatima) 3,520 8.4 
/ G fi e a t A T er’s salesmen on home calls. 10 Mr. Keen (NBC, Tandem) 3,310 7.9 
iF : 
od Ph panes Ludgin & Co., Chicago, 1S evening, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS 1,592) 3.8 
e agency. 1 Beulah (CBS. P&G) 2.305 5.5 
“, COVERS THE PROBLEMS 2 One Man's Family (NBC, Miles Labs.) 2.179 5.2 
OF MERCHANDISING 3 Lone Ranger (ABC. General Mills) 2.179 5.2 
Seth Thomas Sets Ad Drive 

SALES - INSTALLATION : a WEEKDAY (AVERAGE FOR ALL PROGRAMS 1,802 43 
Seth Thomas clocks, division of 1 Ma Perkins (CBS, P&G) 3.520 g4 
+ SERVICE - General Time Corp. Thomaston, 2 Romance of Melen Trent (CBS. Whitehall) 3.478 8.3 
. Conn., has launched a drive using 9 Sister ( &G) 68 78 
~ : 4 Our Gal, Sunday (CBS, Whitehall) 3.143 75 
“MANU FACTURED GAS trade publications plus full pages 5 Wendy Warren and the News (CBS, General Foods) 3101 73 
»= NATURAL GAS «+ L-P GAS every other week for the remain- 6 Aunt Jenny (CBS. Lever Bros.) 2.975 71 
. p . der of the year in Life and The Z a Veuns's Fomity (NBC. P&G) 2.849 6.8 
j . 8 7 
‘ Write for statistical data Saturday Evening Post. The com- 9 +s = a, a -¥ 
HEATING PUBLISHERS, INC, pany is offering a display rack 10 Road of Life (NBC, P&G) 2.640 63 

“17 €. 37th St. NEW YORK free with the purchase of any 10 
« 7 16, N.Y. watches. Batten, Barton, Durstine DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS 922 2.2 
on — —— . a Sanne Vor > agency True Detective Mysteries (MBS. Williamson) 2.221 5.3 
== & Osborn, New York, is the agency Martin Kane, Private Eve (NBC. U. S. Tobacco) 1.634 3.9 
: nen ames - ee aT 3 Sunday Morning Gatherin’ (CBS General Foods) 1.509 36 
t t > | » | 4 DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS 1,467) 3.5 
e n ew Ga 1 Theater of Today (CBS. Armstrong) 3.143 75 
2 Alias Jane Doe (CBS. Toni) 2.263 5.4 
3 Mary Lee Taylor (NBC, Pet Milk) 2.263 5.4 


boosting drugstore sales in 


Sales Trainees Are 
in Short Supply. 


trainees turn in better work, high- 
er production and tend to stay at 
the job for a longer period 
Dartnell says 


f time, 


New Eng land’s BIG market! Darnell Reveals _,n08? 7 oe manser 


Cuicaco, Nov. 7—Fewer job as- 
pirants are turning to selling as ; 
career, according to a recent sur- 
vey made by Dartnell Corp., local 
business research organization 

Two explanations for the sudden 
dearth of sales trainees, according 
to Dartnell, are (1) a reluctance on 
the part of potential applicants to 
leave present employment, and (2) 
technical improvements in prod- 
ucts, requiring salesmen with hizh- 
ly specialized backgrounds 


there are others who are strongly 
in favor of college recruiting. The 
latter have found, Dartnell 
that technical schools and colic 
are giving better training, the men 
are somewhat older, and thev are 
more interested in making good in 
a hurry. 

Dartnell reports that experi- 
enced sales managers are planning 
their recruiting and training pro- 
grams on the basis of a peacetime 
economy, when hard selling usual- 


Says, 


ges 


ly is needed, and not on the basis 
of today’s production, which is 
90-130% above normal (while the 
national sales up 


35% ) 


that it 


One company reported 
now finds it necessary to screen 
four times as many applicants as 
it did in former years 


force is only 


about 


® Despite the shortage of trainees, 


Names Fiorino-Tomas 


however, Dartnell found that the - 
majority of companies have re- Pony A a Radio & Tele- 
&-s fused to lower their requirements, vision Froductions, Chicago, has 
: appointed Fiorino-Tomas, Chicago, 
‘ and some have even set up more t j ae » “ec 
- ne s Tt , led ! ; to handle publicity for its “Silver 
— rigid ones us has led to a inere Fagle” radio show, sponsored by 
comprehensive screening proced- General Mills over the ABC net- 
a ure, with the frequent result that: work Thursdays, 6:30-7 p.m. CST 
> . y ‘rave , . yt the rt h 
What It Is: = “rt a ot the heart « r 
; : cata sZ-land market. 
WBZ Feature Drugs” is the new radio advertising- ' ’ 
plus merchandising-plus-promotion idea that’s ready A Full-time Staff of five under the personal 
to hypo your drugstore sales throughout the heart direction of Betty Ready, merchandising co- 
of the rich WBZ-land market. ordinator of “WBZ Feature Drugs. 
. 
How It Works: Who Makes It et -_— ne 
, ’ 
” , a » Rissling, one ol w Eng 
Participating advertisers on “WBZ Feature Drugs At the microphone is Bob Ris , eg ‘ 
t the day-atter-day benefit of land’s great radio personalities. Bob continues his 
ye w day alte aa xscne oO 
: P : : friendly chit-chat.. his singing of the songs your 
J 500 Cooperating Drugstores—each identified customers want to hear.. and adds special drug- 
’ ! . , 5” decale 
by a “WBZ Feature Drugs” decalcomania. slanted stunts such as recorded interviews with lead- 
500 Continuing Displays-one in each of ing druggists. ~~ — Ur . 
ioe igh ath maior ss Whom fe Heard ~for more sal 
. 
, j » » » . . 
Regular Point-of-Sale Promotions “WBZ Feature Drugs” is on the job for its adver as 
Alert, Aggressive Field) Statf—providing re tisers twice a day. . 1:00-1:30 PM. and 7:00-7:15 in the 5 billion dollar S rt me. . k ? 
ports to advertisers on 200 storechecks each PM. Mon. thru Fri. each week. The show is new! po Si ns mar et: 
month. This staff acts as a valuable on the spot The format is tested. Success is assured! For details og besa a ae 1 re saan etd with the new Hunting & Fish- 
raj u - 
extension of your own sales staff! and availabilities, check WBZ Sales or Free & Peters ing Magazine, the largest circulation (rates based on 850,000 
ABC guarantee) of any magazine in the sportsmen’s market 
Be. at the lowest cost per thousand. Editorial format aimed at the 
; ‘ d . “new” sportsmen’s market, represented by an increase of 15 
ce synchronize with WBZA million Hunting & Fishing licenses during the years 1945 to 
vt 1950. Reader response im- 


50,000 WATTS 
NBC AFFILIATE 
ri Westinghouse Radio Stations Inc\ Serving 25 Million 
| WBZ * WBZA * KOKA * WOWO © KEX © KYW © WBZ-TV 


National Representatives, Free & Peters. except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


ea RADIO — AMERICA’S GREAT ADVERTISING MEDIUM 


SPRINGFIELD 


mediate and tremendous be- 
cause of intense interest in 
editorial and advertising 
material. 


GET THE FACTS TODAY! 
Hunting & Fishing - 


612 N. Michigan Ave. © 
55 W. 42nd St. @ 


Chicago, Il. 
New York, N. Y. 
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No other Sunday paper 
in the Southwest 


REACHES SO 
MANY FAMILIES 


a tt bt 


hank God... 


for the blessings of Freedom 


THANKSGIVING 195/ 


se = 


t 
ND 


ae 


. THANKSGIVING BULLETIN—Design for this outdoor painted bulletin suggested by 
D'Arcy Brophy, chairman of Kenyon & Eckhardt and president of American Heritage 
Foundation, will be disp'ayed during November by outdoor advertising plant opero- 
tors throughout the country. Some of the bulletins will be illuminated with black light 

Finished art was by Outdoor Advertising Inc. 


Field Work Finished 
on New ARF Study 
Made in Des Moines 


New York, Nov. 7—Advertis- 
ing Research Foundation has com- 
pleted field work for a_ special 


All Figures from Publisher's 


ee 
HE DAILY OKLAHO 


MOENING 146.90! 


Starts Retirement Plan 
Newsweek, New York, has insti- 

tuted a retirement plan for all its 

employes. Employes are offered § —o-* 

one of two plans, a basic one under 

which the company pavs the entire & THE OKLAHOMA PUBLISHING CO. 

cost of participation, and a supple- —~ THE FARMER-STOCKMAN 

mentary plan, optional tor em- Py WKY « WKY-TV, OKLAHOMA CITY 


ployes receiving more than a spe- 
cified yearly salary, under which 


COMBINED 


263,179 


EVENING 


readership survey of both the Des 
Moines Register and the Des 
Moines Tribune. The report is 
scheduled for publication early in 
1952 

The newspapers asked the foun- 
dation to make this special study 
to provide a report, validated by 
advertisers and agencies, to com- 
pare for the first time readership 
of advertising and editorial items 
of the two newspapers inside the 
city and outside the city, i.e., 
throughout the rest of the state. 

Total “outside” circulation of the 
Tribune, published evenings ex- 
cept Sundays, is reportedly about 
one-third again as large as the 
“city” circulation, while total “out- 
side” circulation of the Register, 
published mornings and Sundays, 
is about two and one-half times 
greater than that inside the city 


® Publication Research Service, 
Chicago, which performed the field 
work under ARF supervision, is 
tabulating 2,100 interviews com- 
pleted for the study, distributed to 
represent about 90% of the total 
circulation of each newspaper. 

This special study is not part 
of ARF’s Continuing Study of 
Newspaper Reading, it is pointed 
out, but it is believed that the 
readership data obtained from in- 
terviews made within Des Moines 
will be comparable with that com- 
piled in the 140 daily newspaper 
studies which the foundation has 
made since 1939 

A tripartite committee is directly 
in charge of this special study and 
is composed of Walter P. Lantz, 
advertising manager of Bristol- 
Myers Co., representing the Assn 
of National Advertisers; Henry L 
Sparks, manager, publication me- 
dia, Young & Rubicam, represent- 
ing American Assn. of Advertising 
Agencies; and Charles J. Feld- 
mann, national advertising mana- 
ger of the two newspapers in- 
volved. 


Agricultural Groups Elect 

Agricultural Publishers Assn. 
reelected the following officers for 
1951-1952 at its annual meeting in 
Chicago late in October: J. E. Ed- 
wards, Prairie Farmer, president; 
O. M. Dugger, Progressive Farmer, 
v.p.; P. E. Spivey, Southern Planter, 
secretary, and Frank X. Gaughen, 
Capper Publications Inc., treasur- 
er. Farm Publication Reports Inc., 
at its annual meeting held immedi- 
ately after the APA meeting, re- 
elected Mr. Edwards as its presi- 
dent for 1951-1952 and Mr. Gaugh- 
en as v.p. Tom Hickey, Nebraska 
Farmer, was reelected as secretary 
and Paul Huey, Progressive Farm- 
er, was elected treasurer. 


Lang Gets Wale Account 

Raymond I. Lang Advertising, 
San Francisco, has been appointed 
to direct the advertising of Wale 
Floating Nozzles, a device for 
ventilating and improving the 
feeding of paper stock to printing 
presses. The device is an invention 
of Bruce Wale, owner of Roller 
Press, San Francisco. Trade pub- 
lications and direct 
used. 


mail will be 


the company 


the cost 


pays two-thirds of e 


FE Represented by THE KATZ AGENCY, INC. 


OKLAHOMA CITY TI 


Q@. Why is iron and steel scrap a matter 
of importance to me? 


A. Steel for our country’s military pro- 
gram and civilian economy ts being pro- 
duced at the annual rate of 107,000,000 
tons in 1951... 119,500,000 tons ex- 
pected in 1952. Steel-making capacity 
is being increased now to meet those 
quotas. 


What Do I Get 
For My Scrap? 


In addition to being paid for your scrap, 
you remove nuisance inventory from 
your plant—saving valuable floor space. 
Also, you have a better chance of get- 
ting new steel or steel products. But, 
most important—you help alleviate 
a dangerous condition threatening our 
country’s capacity to rearm and satisfy 
civilian requirements at the same time. 


Q. How does scrap figure in the produc- 
tion of steel? 


A. Steel is composed, generally speak- 
ing, 50% of pig iron, 25% of “produc- 
tion” scrap (that is, the scrap which is 
produced as a by-product of steel-mak- 
ing) and 25% of “purchased” scrap. 


Q. Is scrap getting scarce? 


A. Yes. The supply of purchased scrap is 
not increasing fast enough to meet the 
needs of increasing steel production. 
Q. What if the needed scrap isn’t ob- 
tained? 


A. Open-hearth furnaces will not be 


ADVERTISING AGE 


able to operate at capacity. That will 
mean a loss of steel production . . . and 
fewer products made of steel. 


Q@. Why not use pig iron instead of 
scrap? 


A. Every ton of scrap conserves ap- 
proximately 2 tons of iron ore, | ton 
of coal, nearly 42 ton of limestone and 
many other vital natural resources—to 
say nothing of the extra transportation 
facilities that would be otherwise re- 
quired. 


Q. How can more scrap be furnished? 


A. By everybody pitching in—as we 
always do in every emergency—and 
searching out all possible sources of 
scrap. 


Q. What are these sources? 


A. Metal-fabricating plants normally 


Every pound of idle metal is need- 
ed to keep our steel mills operating 
at top capacity. Sell your idle metal 
to a local scrap dealer right away. 


This adcertisement is a contribution, in the national interest, by 


Every Top Management 
Man...In Every Industry 


SHOULD BE ABLE TO ANSWER THESE QUESTIONS ABOUT A 
MOST CRITICAL EMERGENCY IN OUR COUNTRY’S AFFAIRS 


‘ 

turn over to scrap dealers the scrap 
left from machining. But there's not 
enough of this to fill our present enor- 
mous need. So everybody — both in and 
out of the metal-fabricating industries 
—must sell scrap in the form of idle 
metal. 


What Do | Do First? 


Write for free booklet. It tells how to 
set up o Scrap Salvage Program in 
your plant. Thousands of plants ore 
cooperating. Do your part now! Ad- 
dress Advertising Council, 25 West 
45th Street, New York 19, N. Y. 


Q. We don't produce serap—how can 
we help? 

A. Scrap is any kind of iron and steel 
that’s gathering dust—obsolete ma- 
chines or structures, jigs and fixtures, 
pulleys and wheels, chains and track, 
valves and pipe—anything with rust on 
it or dust on it. Non-ferrous scrap is 
needed, too. 


Q@. What do we do with it when we 
find it? 


A. Use your normal channels or get in 
touch with a recognized scrap dealer. 
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Davis Tells How to Plan Sales Meetings 


New York, Nov. 7—‘Successful 


sales meetings don't just happen 
They take time and effort—before 
the meeting, in planning and prep- 
aration; at the meeting, in present- 
ing the material properly; after 
the meeting, in checking on its 


results 

Moreover, says James H. Davis, 
a profes at Ohio State Univer- 
sity, in “Sales Meetings That Pay 
Off,” recently issued project of the 
sales management committee of 
National Wholesale Druggists 
Assn., sales meetings “pay off only 
if the salesmen actually use the 
information presented at the meet- 
ing.” 


sol 


Mr. Davis has had considerable 
xperience in the wholesale drug 
field, and his previous NWDA 
study, “Increasing Wholesale Drug 


Salesmen’s Effectiveness,” received 
recognition in an award 
the American Marketing 


national 
given by 
Assn 


® The committee believes the pres- 
ent book provides’ information 
which “can do a great deal toward 
improving the effectiveness of 
meetings and the 
given by manufacturers’ 
itives who appear at 


sales presenta- 
rep- 


these 


tions 
resents 
meetings.” 

The paper-bound volume of 90 
pages defines objectives of the 
sales meeting, gives practical and 


New... 
ADVERTISING 
NOVELTYinthe 


F Magic Folder 


The Trickiest Most Useful Bilifold 
Ever Offered 


AN INTRIGUING GOOD-WILL BUILDER 


Solves your “search” for o ‘different 
name imprinted novelty give-away. Magi 
cally and mysteriousiy locks bills securely 
under cross straps—with a quick “turn 
over’ of the Folder—separates dollor bills 
from larger bills in a twinkling—oppears to 
change serial numbers from one dollar bil! 
to another, each time the Folder is opened. 
Size 64%” x 3%” closed; pure virgin vinyl 
plastic; won't dull; outwears leather; a mod- 
ern replacement for the conventional wallet; 
for pocket or purse; color choices. Write 
today for quantity prices and circular. 
CHARMS & CAIN (mfrs.) 


407 S Dearborn St, Dept. AA-7, Chicago 5, II! 


detailed information on planning 
meetings, the use of physical aids 
to make a good meeting, how to 
conduct the meeting, and how to 
make the meeting pay off. 

On the latter, Mr. Davis recom- 
mends that sales managers do 
three things: work with the sales- 
men in the field; get reports from 
the and publish 
results in bulletins and letters 


Green Bean Canners 
Postpone Ad Drive; 
Plan Spring Push 


SALEM, Ore., Nov. 6—The newly 
formed Associated Blue Lake 
Green Bean Canners group has 
abandoned a projected late win- 
ter ad campaign, but plans to 
launch a large-scale introductory 
drive immediately after the Len- 
ten season next year. 

Hanley, Hicks & Montgomery, 
New York, currently is working 
on the promotion, which probably 
will employ spreads in Life and 
other consumer magazines 

The revised plans include 
following items: 

1. A nationwide continuing con- 
sumer education program. 

2. Consumer advertising in na- 
tional publications 


salesmen; sales 


the 


3. Advertising in food store 
trade publications. 
8 4. Point of sale material and 


sales aids. 

5. An ad program directed to- 
ward hotels, restaurants and other 
institutions 

6. Salesmen’s portfolios contain- 
ing retail advertising, bulletins and 
sales promotion material 

7. A program for special mer- 
chandising events with manufac- 
turers of related food products 

First ads in the projected sched- 
ule probably will feature a tie-up 
with luncheon meats or macaroni 

W. Merrill of Blue Lake Pack- 
ers Inc., Salem, is president of the 
association 


Farrell Boosted to A. M. 


Ann Farrell, fashion coordinator 
for the store, has been promoted 
to advertising manager of Lowen- 
stein’s, ew eer store 
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RESEARCH CHARTS—The first chart 


shows 


7 «2 4 SO st 52. 33 


U. S. manufactured exports since 


1940 (thin line) and expenditures by U. S. companies in U. S. export periodicals 


thick line) as estimated by Export Trade 


& Shipper. Ratios between the two since 


1940, except the war years, are plotted on the second chart. 


Still Lots of Room for Expanded Export 


Advertising, Time-Life 

New York, Nov. 6—Export ad- 
vertising, with a steadily rising ra- 
tio in relation to export sales, is 


still a “young industry” with a 
large potential. This is the main 
conclusion in a new study of ex- 


port magazine statistics and their 
relationship to U. S. exports re- 
leased by Time-Life International 

In the domestic field, magazine 
advertising reached maturity some 
years ago and dollar volume is 
now closely related to consumer 
expenditures, according to the 
study, but export advertising has 
not shown any such correlation 
with exports. Rather, the volume 
of advertising has risen much more 
rapidly than have exports over 
the last 11 years 


® According to the charts shown 
on this page, the ratio has been 
increasing but has not yet leveled , 
off at a constant high plateau, as 
is the case in the domestic field. 
In 1940 the ratio stood at 
export magazine 
every $1,000 of U 
exports. 


advertising for 
S. manufactured 


This year the ratio is 88¢ per 
$1,000 and projection (by the | 
method of “least squares’’) re- | 


sults in a forecast of $1.01 by 1953. | 

New export magazines entering | 
the field and a growing apprecia- 
tion by U. S. exporters of the im- 
portance of advertising are the 
main reasons why the picture looks | 
so bright to Time-Life Interna- | 
tional researchers, 

The upeurving looks 
general manager Edgar 
and particularly so to 
Woolley, ad manager of 
ternational. The latter 
1950 linage figures 
89% and this year's better 
75%. 


good to 
Barker, 
John E. 
Life In- 
has seen | 
1949 by} 
1950 by 


top 


ws While export used to be 
sidered by many manufacturers as 
only an outlet for overflow pro- 
duction, recently it has become in- 
creasingly recognized as a major 
market for active sales, advertis- 
ing and merchandising efforts, 
cording to the report 
Comparing the export ratio to 
the domestic figure shows consid- 
erable room for further develop- 
ment. In the U. S. a ratio of about 
$3.50 for every $1,000 spent for 


con- 


International Finds 


consumer goods has been fairly 
constant for the last 15 years. Al- 
though this is not strictly com- 
parable, since the export ratio in- 
cludes capital as well as consumer 
goods and trade journal advertis- 
ing, nevertheless the domestic ra- 
tio points up considerable room 
for growth in the export field. 


S The report predicts a drop in 
future exports—$7.8 billion in 
1952 and $7.5 billion in 1953—but 
a rise in magazine expenditures to 
$7,600,000 in both years. 

James L. Tyson, market re- 
search manager of Time-Life In- 
ternational, is in charge of the 
survey, part of an over-all re- 
search project to measure foreign 
advertising potential. National in- 
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come throughout the world and 
total foreign advertising expendi- 
tures are expected to be part of 
the final report, which will be 
completed by spring. 


W. E. Titus Becomes Partner, 
Hayton Agency Plans Drive 


Wallace E. Titus, formerly with 
the advertising department of the 
Los Angeles office of Pacific Tele- 
phone and Telegraph, has become 
a partner in Don Hayton Adver- 
tising, Lewiston, Ida. 

The Hayton agency is preparing 
a regional campaign for Greentop 


Dairy, Lewiston. The campaign, 
planned for January, will use 
newspapers, radio and outdoor 


posters and will be built around 
the slogan, “I’m from the Farm, I 
Ought to Know.” 


Elgin Plans Yule Promotion 
Elgin National Watch Co., Elgin, 
Ill., has set plans for a three-page 
Christmas promotion to run in 
Country Gentleman, Life, Progres- 
sive Farmer, and The Saturday 
Evening Post during December. 
The first page is a b&w insertion 
headlined “How to Get the Most 
Christmas Watch for Your Money,” 
and provides a checklist of eight 
points for the consumer to con- 
sider in buying a watch. The re- 
maining two full-color pages are 
a catalog of Elgin watches. Young 
& Rubicam, Chicago, is the agency. 


Johns-Manville Buys TV 
“Fair Meadows USA” is being 


presented weekly by Johns-Man- 
ville Corp., New York, over NBC- 


TV starting Nov. 4. Time—3 to 
3:30 p.m., EST—for the drama 
was bought through J. Walter 
Thompson Co., New York. 
ANPA Names Coughlin 

John L. Coughlin, advertising 


director of the Hartford Courant, 
has been named to the plans com- 
mittee of the Bureau of Advertis- 
ing of the American Newspaper 
Publishers Assn. 


Sets Miami Beach Budget 

A seven-man publicity advisory 
board has approved an $87,000 ad 
budget for Miami Beach, including 
$62,254 for newspapers and $17,426 
for magazines. 


Aiincheasl xLeanec, 


Advertising, Market Research, Public Relations. 


1) 1. A. 8. has handled, for over 
4S) 


seven years, some of the most 
important American accounts in 
Argentina, Brasil and Uruguay. 
a2 is z 
Tucuman 


1668, Buenes Aires, Argentina. 


more, , 
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: ‘Nout novel buy 


There’ s still a lot of “buy-power” in a 5-cent 
piece. Witness those LITH-O-WARE 
savings banks that take your product identity 
oe package design . . . or trade name 

right into the home. They're metal, 
lithographed in full, natural color. They 
teach savings—Ist step to the thrift you 
want to associate with your product. 

Send photo or sample of your product. 
We'll submit sketch, prices and other data. 


No obligation. 


*Depending upon volume and number of colors 


desired, Lith-O-W are Savings Bank cost around 


Se each. Minimum quantity, 25,000. 


PRODUCTS 


INCORPORATED 
2450 SOUTH ASHLAND AVENUE + CHICAGO 8 


» ILLINOIS—MOnroe 6-1427 
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AWARD WINNERS—Pictured are two medal award winners for ‘‘best design of 
complete advertisement” in the Art Directors Club of Chicago's 19th annual com- 


petition. Left: This Morton salt ad p 


Pp 


d by Needh 


, lLovis & Brorby, Chicago, 


took top honors in the magazine class. Right: Engraver Collins, Miller & Hutchings 
won medal award for this ad it produced for its business paper campaign 


Annual Chicago 
Art Directors’ 
Awards Go to 44 


Cuicaco, Nov. 6—The Art Di- 
rectors Club of Chicago § an- 
nounced award winners of its 19th 
annual advertising and editorial 
irt competition last night, with 
medal or merit awards going to 44 
entries 

The medal and merit award win- 
ners, which represent the best in 
idvertising and editorial art pro- 
duced during the past year, will 
go on public exhibition Nov. 13 at 
Diana Court, Michigan Square 
Bldg., 540 N. Michigan Ave 

Awards went to the following 
winners 


DESIGN OF COMPLETE ADVERTISE- 


MENT 

Magazines: Medal award: Advertiser, 
Morton Salt Co.; producer, Needham, 
Louis & Brorby; art directors, Carl 


Briese and Ernest Allen, Merit awards 
Advertiser, Monsanto Chemical > ; pro- 
ducer, Garaner Advertising Co.; art di- 
rector, Al Quinlan; artist, Otto Keisker 
Advertiser, Kellogg's Rice Krispies; pro- 
iucer, Leo Burnett Co.; art director, 
Andrew Armstrong; photographer, H. I 
Advertiser, Advertising Coun- 
il; producer, Young & Rubicam; art 
director, Richard Weiner; photographer, 
Studio Deutch 


Trade Journals: Medal award: Adver- 
Colins, Miller & Hutch 
Morton Goldsholl. Merit 
Advertiser, Monsanto Chemical 
Co.; producer, Gardner Advertising Co.; 
art director, Al Quinlan; photographer, 
E. J. McGrath. Advertiser-producer, Col- 
lins, Miller & Hutchings; artist, John 
Averill. Advertiser, Abbott Laboratories 
wrt director-artist, Dan E. Smith 


Wiihams 


tiser-producer, 


ings artist 


Newspapers: Medal award: Advertiser 
Marshall Field & Co.; art director, Fran- 
artist, Lynne Parke. Merit 
Advertiser, Jos. Schlitz Brew- 
producer, Young & Rubicam: art 
Gordor Hoff art. Whitaker- 
Guernsey Studio. Advertiser, Northern 
States Power Co producer, Whitaker- 
Guernsey Studio agency, Campbell- 
Mithun; art director, Cleo Hovel; artist, 
Dale Maxey 


Direct Mail: Medal award: Advertiser- 
producer, R. R. Donnelley & Sons Co.; 
art director, Walter L. Howe; photograph- 
er, Norman Christiansen. Merit awards 
Advertiser, American Standards Assn.; 
producer, Ketchum, MacLeod & Grove; 
irt director-artist, Tom Ross. Advertis- 
er-producer, Abbott Labs.; art director 
Bert Ray. Advertiser, Chi- 
cago Industrial Advertisers’ Assn art 
director-artist, Dan E. Smith 

Display Pieces: Medal award: Adver- 
tiser. Ford Motor Co.; producer, J. Wal- 
ter Thompson Co.; art director, Ralph 
Breding artist, John Averill Merit 
awards: Advertiser, Wisconsin Club; pro- 
ducer, Frank H. Bercker Studios; art di- 
rector, John Steinke; artist, David S 
Broad. Producer, University of Illinois 
wrt director, Ralph E. Eckerstrom; artist, 
Herschel Wartik 


ces Owen 


ing Co.; 
director 


photographer 


Editerial Design: Medal award: Adver- 
tiser-producer, Eli Lilly & Co.; art di- 
Wilbur W. Meese; art, Paton Stu- 
dios-Robert Young Studios. Merit award 
Advertiser-producer, Abbott Labs.; art 
director, Bert Ray; artist, DeForest Sack- 
ett 


rector 


Judges for “design of complete adver- 
tisement were: Byron Drachman, art 
rector, Leo Burnett Co.; Bowman Kreer, 
creative director, McCann-Erickson; Mor- 
ton Goldsholl, Morton Goldsholl Studio; 


larvin Potts, art director, Foote, Cone 
& Belding; Frederic Ryder, Frederic Ry- 
er Co 


ART—ADVERTISING AND EDITORIAL 
General Subject Matter—black and 


white: Medal award: Advertiser, North- 
ern States Power Co.; producer, Whit- 
aker-Guernsey Studio; agency, Camp- 
bell-Mithun; art director, Cleo Hovel; 
artist, Cale Maxey. Merit awards: Ad- 
vertiser, John A. Colby & Sons; art di- 
rector, Wallace Crawford; artist, Franklin 
McMahon. Advertiser, Marshall Field 
Co art director, Frances Owen; artist, 
Sylvia Braverman. Advertiser, Marshall 
Field & Co.; art director, Frances Owen; 
artist, Perry Barlow 


ia 


General Subject Matter—color: Meda! 
award Advertiser, Container Corp. of 
producer, N. W. Aver & Son 
art director, Leon Karp; artist, Moller 
Merit awards: Advertiser, Abbott Labs 
art director, Bert Ray; artist, Fletcher 
Martin Advertiser, Hiram Walker & 
Sons: producer, Foote, Cone & Belding; 
art director, Robert D. Dohn; artist, Al- 
bert Dorne Advertiser, Kimberly-Clark 
Corp.; art director, Frank Blake; artist, 
Everett McNear 


Product  Ilustration—color: 
award Advertiser, United Air 
producer, N. W. Ayer & Son; art direc- 
tor. Dick Cummins; artist, Giusti. Merit 
awards: Advertiser, The Larsen Co.; pro- 
ducer, Whitaker-Guernsey Studio; agency, 


America 


Medal 
Lines, 


Campbell-Mithun art director Bernie 
Anastasia; artist, Joe Guzzatta. Adver- 
tiser, Libby, McNeill & Libby; producer, 
Verne Smith Inc.; agency, J. Walter 


Thompson Co.; art director, Kemper Fer- 
ree; artist, Charles Peter 


Editorial Art—b&w and color: Mecal 
award Advertiser, Abbott Labs.; art 
director, Bert Ray; artist, Joe Richards 
Merit awards: Advertiser, The Saturday 
Evening Post; producer. Kling Studios; 
art director, Frank Kilker; artist, Bill 
Fleming. Advertiser, Collier's magazine; 
art directors, John Bellew and William 
Chessman; artist, Stan Ekman. Adver- 
tiser, Today's Health :AMA); art direc- 
tor, Charles Turzak; artist, Harold F. 
Walter 


Judges for “art-advertising and edi- 
torial” were: George Baier, art director, 
J. Walter Thompson Co.; Daniel M. Mac- 
Master, director of the Museum of Science 
and Industry; Stanley Ekman, Stanley 
Ekman Studio; Austin Whilte, Sundblom, 
Johnston & White; Bill Williams, art di- 
rector, Batten, Barton, Durstine & Os- 
born 


PHOTOGRAPHY—ADVERTISING 
EDITORIAL 


AND 
General Subject Matter—black and 
white: Medal award: Advertiser, Minne- 
apolis-Honeywell Regulator Co.; pro- 
ducer, Foote, Cone & Belding; art di- 
rector, Martin M. Krein; photographer, 
Harold Bacon 


General Subject Matter—color: No med- 
al award. Merit awards: Advertiser, Elgin 
National Watch Co.; producer, Young & 
Rubicam: ort director, Al Palmer; pho- 
tographer, Paul D'Ome Studio. Advertiser, 
Miller Brewing Co producer, Tempo 
Inc agency, Mathisson Associates; art 
director, Taylor Poore; photographer, 
Leslie Gill 

Product Hlustration—black and white: 
Medal award: Advertiser, Holeproof Hos- 


iery Co.; producer, Weiss & Geller; art 
director, Lee King; photographer, Stan 
Johnson. Merit award: Advertiser, Mar- 


shall Field & Co.; art director, Frances 
Owen, photographer, Heilbron 
Product  Mlustration—color Meda! 
award: Advertiser, Weco Products Co; 
producer, J. Walter Thompson Co.; art 
directors, Fred Boulton and George Al- 
len; photographer, Bauman-Greene. Mer- 
it awards: Advertiser, Swift & Co.: pro- 
ducer, J. Walter Thompson; art director, 
George Allen; photographer, Charles 
Kuoni. Advertiser, McGraw Electric Co.; 
producer, Sarra Inc.; agency, Erwin, Wasey 
& Co; art director, Don Avery; pho- 
tographer, Norman Schickedanz 
tiser, Pillsbury cake mix; producer, Leo 
Burnett Co.; art director, Byron Drach- 
man; photographer, H. I. Williams 
Judges for “photography-advertising 
and editorial” were: Frances Brennan, 
art adviser to Henry Luce, Time, Life 
and Fortune; Beatrice Adams, creative 
director, Gardner Advertising; Lee King, 
-P., art director, Weiss & Geller; Ste- 
phen Heiser, Stephen Heiser Studio 


Adver- 


« 


Oxtord Promotes Nolan Jr. 


Thomas E. Nolan Jr., who has 
been in the New York sales office 
of Oxford Paper Co. since 1940, 
has been promoted to assistant 
western sales manager with head- 
quarters in Chicago. Samuel D. Dil- 
lon becomes Chicago sales mana- 
ger. He has been with the company 
in the Midwest since 1929. 


Umbehauer Joins Siebel 


William F. Umbehauer, former- 
ly with Home News Publishing 
Co., New Brunswick, N. J., has 
been appointed New York manager 
for Siebel Publishing Co., Chicago, 
publisher of Brewers Digest and 
Bakers Digest. He succeeds Jim 
Pope, who has resigned to take a 
position with Einson-Freeman Co., 
Long Island City, lithographer 


Katz Appoints Two 

Robert H. Salk of Columbia 
Broadcasting System and Bernard 
H. Pelzer Jr. of National Broad- 
casting Co. have been added to the 
television sales staff of the Katz 
Agency, New York, radio-TV sta- 
tion representative. 


A New York Agency, desirous of 
establishing a Chicago Branch, is 
invited to correspond through the 
medium of this advertisement. 


Proven management, plus basic 
billing necessary to initiate a sound 
operation, is available to agency 
of good standing willing to make 
reasonable profit-sharing contract. 


Inquiry must come directly from 
agency interested. Third party ne- 
gotiations will not be considered. 


Address: Box 8006 Advertising Age, 
200 East Illinois St., Chicago 11, Illinois 


There’s a $92,000,000 
market for you in 
Jackson, Michigan 


a al 


For further facts, call— 


Sales Management and Printers’ Ink both give Jackson, Michigan 
a highly preferred rating. Diversified industry, including major 
tire production, pours $92,000,000 annually into Jackson's buying 
income! 

Now, more than ever, the Booth-published Jackson Citizen-Patriot, 
with practically complete home coverage throughout Jackson 
County, belongs on your newspaper list. Newspapers are doing a 
real selling job at the local level . . . and the Jackson Citizen-Patriot 
offers you newspaper advertising at its best! 


Ask for new market folder. 


The John E. Lutz Co., 
435 N. Michigan Avenue 
Chicago 11, Illinois, 
Superior 7-4680 


\ A. H. Kuch, 
110 E. 42nd Street, 

New York 17, New York, 
( Murray Hill 6-7232 


ackson Citizen-Patriot 


one of 8 Booth Michigan newspapers 
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Do you feel as though you'll 
never get out from under the 
sword? There probably are a 
lot of reasons for that feeling, 
but if it's production problems 
that are causing it you should 
contact Pontiac. We've had 
40 years experience in service 
to the advertising profession— 
and oniy Pontiac has six 
unified fervices all under one 
roof! We help dozens of busy 
advertising executives and 
production men every day and 
it you'll call or write we'd be 
glad to show you how we can 
help you get out from under. 


ART WORK 
PHOTOGRAPHY 
peookAPAY UNIFIED 
yne 
gow” SERVICES 


Pontiac 
Engraving & 
Llectrotype Coa. 


812 W. VAN BUREN STREET 
HA ymorket 1-1000 © Chicago 7, Illinois 


differences between the various 
regions of the U. S. have become 
less pronounced in the past two 
decades, according to the Com- 
merce Department's new report on 
“Regional Trends in the U. S. 
Economy.” 

The 121l-page report—a “must” 
for any organization planning re- 
gional or national marketing pro- 
grams—contains information on 
past economic developments and 
data which will aid in evaluating 
future trends. 

The volume is largely devoted to 
detailed reports on the economic 
status of seven major regions— 
New England, the mid-eastern 
area, the Southeast, the Southwest, 
the central states, the Northwest 
and the Far West 


® For each area the report discuss- 
es such data as per capita income 
and the rate of income growth— 
and includes information on the 
influences which shape these data, 
such as raw materials, the labor 
force, farm output, population 
movements, etc. 

While New England and the 
mid-eastern area still account for 
a third of the nation’s output, their 
rate of growth has slowed in the 
past two decades. The Far West, 
Southeast and Southwest, on the 
other hand, have developed rapid- 
ly and now account for a larger 
share of the total output. The cen- 
tral area has developed at about 
the same rate as the entire U. S. 
and has therefore maintained its 
relative standing among the re- 
gions. | 


8 Typical of the regional reports 
is the one dealing with the South- 
west: 

“The fast pace of economic 
growth in the Southwest,” the re- 
port reads, “is evident from the 
high rate of construction: With 


6.6% of the total income of the) 
U. S., this four-state region has | 
about 10% of total new construc- 
tion. | 


“Big industrial and other expan- | 
sion has been a major factor in its 
income advance from $4 billion | 
in 1929 to $13 billion in 1949. The) 
regional map (showing Arizona, | 
New Mexico, Texas and Oklaho- 
ma) indicates the degree by which 
aggregate incomes rose between | 
1929 and 1949 in the states of the) 
region. 

“Per capita income in the region 

has increased at a higher rate than 
the national average, though as a) 
whole the region still has an aver- 
age income ($1,166) somewhat be- 
low the nationwide figure. It was 
up to 88% of the national average 
in 1949, as compared with 68% in 
1929." 
@ After these terse sentences cov-| 
ering economic growth, the report 
covers the high rate of new invest- 
ment, outlays per production work- 
er and rate of capital formation. 
In addition, the report discusses 
fast-rising income, the variation in 
population shifts in the states in- 
volved, the large gains in oil and 
agriculture—and the resources of 
the area, the position of manufac- 
turing in the regional economy, 
types of manufactures and the fact 
that the area is a growing market 
for consumer goods. 

In conclusion, the section on the 
Southwest reviews regional eco- 
nomic changes, with tabular data 


from the department's office of 
business economics, and summa- 
rizes thus: 

® “As throughout the country, 


transportation, business and per- 
sonal services, and miscellaneous 
activities shrank in relative im- 
portance as sources of income. 


Commerce Department Issues New 
Report Showing Economic Trends 


WASHINGTON, Nov. 6—Economic | However, in contrast to the trends 


in other regions where the growth 
of the finance, insurance and real 
estate group lagged behind the 
general economic expansion and 
accounted for a diminishing share 
of total activity, these industries in 
the Southwest kept pace with the 
general economic growth and even 
slightly increased their relative 
share of the total.” 

In similar fashion, the Commerce 
Department report offers basic 
data and information on the most 
important trends in each of the 
other six regions. 

Separate chapters are devoted to 
general trends, population, produc- 
tion, investment and retail sales, 
and illustrate the relationship be- 
tween these factors from region to 
region. 


@ For example, the report shows 
how regional variations in the 
rates of growth of per capita in- 
come during the past two decades 
were found to hinge chiefly upon 
three factors: 

1. The uneven geographic dis- 
tribution among the seven regions 
of industries with fast-rising and 
slow-rising incomes. 


2. Regional variations in the 
rates of flow of new capital 
3. Regional differences in the 


rates at 
rose. 


which property income 
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Tabular data enable the reader 
to cross-check trend information 
against government statistics. 

The volume is available from 
any Commerce Department field 
office or from the Superintendent 
of Documents, Washington 25. The 
price is $1. 


Gorham Launches Campaign 

Gorham Co., Providence, silver- 
smith, has started a campaign us- 
ing double-page trade publication 
space to introduce its new sterling 
pattern, Rondo. The pattern will be 
featured, also, in four-color ads in 
the November issues of Charm, 
House Beautiful, Mademoiselle, 
Seventeen, Woman’s Home Com- 
panion and in the December issues 
of Better Homes & Gardens, Cos- 
mopolitan, Glamour and Ladies’ 
Home Journal. 


Schaller Opens Own Agency 

William C. Schaller, formerly an 
account executive and catalog di- 
vision manager of Edward Owen & 
Co., Avon, Conn., has opened his 
own agency, William C. Schaller 
Co., in the Odlum Bldg., 945 Asy- 
lum Ave., Hartford. 


52% Have TV Sets 


Guide-Post Research, Pitts- 
burgh, reports on the basis of a 
survey conducted among 2,500 
Pittsburgh district families, that 
52% of the homes in Allegheny 
County have TV sets. 


WKYB Joins NBC Radio 
WKYB, Paducah, Ky., will af- 
filiate with National Broadcasting 
Co. effective Nov. 15. The radio 
Station operates on 1,000 watts 
daytime and 500 watts nighttime. 


Mail Pouch Buys MBS Show 
Mail Pouch Tobacco Co., Wheel- 
ing, W. Va., is sponsoring a five- 
minute sports show preceding and 
following Mutual’s football “Game 
of the Week” each Saturday dur- 
ing the rest of the season. Charles 
W. Hoyt Co. handles this account. 


Grossfeld & Staff Moves 

Edward A. Grossfeld & Staff, 
Chicago agency, has moved to the 
Federal Life Insurance Bldg., 168 
N. Michigen Ave. 


R&R Resigns Garrett 

Ruthrauff & Ryan, New York, 
has resigned the account of Garrett 
& Co., Brooklyn vintner, effective 
Jan. 1. 


DO YoU NEED to advertise to 
western heavy-duty truckers in Califor- 
nia, Oregon, Washington, Idaho, Ne- 
vada, Utah and Arizona? 

WESTERN TRUCKING NEWS 
SERVICE (established 1937) is the 
most economical way to cover this field 
and carries advertising of such firms as 
White, Diamond T, Reo, Utility, Budd, 
Kenworth, Peterbilt, Cummins, Fuller, 
Shell, etc. 

We will be pleased to send you a sam- 
ple copy, advertising rates and sales 
talk which is brief. Since we are nor 
listed in SR&D this is the only way 
you will ever hear of our publication. 
Also, our low rates do not permit the 
payment of either agency or cash 
discount. 


If you are interested, write 
S. D. McFADDEN NEWS BUREAU 
7 Front Street + San Francisco 11, Calif. 
Aiso publishers of 


WESTERN PACKING NEWS SERVICE 


(Advertisement) 


to climb a stiff grade. One pulls and the other 


pushes. To keep any business on a rising curve there must be the push of selling 


and the pull of service. The members of the Chicago Photoengravers 


Association pull together to keep service and quality standards up while they 


compete with each other for sales. They define and enforce fair trade 


practices and, to assure that quality will be maintained in future years, support a 


program for training young photoengraving craftsmen. This forward-looking 


policy is one reason why the majority of fine photoengravings made in Chicago 


are produced by the more than 1000 photoengraving craftsmen they employ. 


FOR FAITHFUL, 


AD-PLATE ENGRAVING CO 
AMERICAN COLORTYPE COMPANY 
BLOMGREN BROS. & CO. 
BONCRAFT CORPORATION 
CENTRAL TYPESETTING 

& ELECTROTYPING CO 
COLLINS, MILLER & HUTCHINGS, INC 
RR DONNELLEY & SONS COMPANY 
DOT ENGRAVERS. INCORPORATED 
ELECTRO-MATIC ENGRAVING COMPANY 
FALTHORN CORPORATION 


FORCEFU 


LAURENCE, INC 


MANZ CORPORATION 


NORTHWESTERN PHOTO 
ENGRAVING CO. 


CHICAGO 


FOOTE, CONE & BELDING 

GLOBE ENGRAVING & ELECTROTYPE CO. 
ILLINOIS PHOTO-ENGRAVING COMPANY 
JAHN & OLLIER ENGRAVING COMPANY 
LAKE SHORE PHOTO ENGRAVING CO. INC 


LIBERTY PHOTO ENGRAVING CO. INC. 


McGRATH ENGRAVING CORP 
THOS. F McGRATH & ASSOCIATES 


REPRODUCTION . 


PONTIAC ENGRAVINGS ELECTROTYPE CO 
PREMIER ENGRAVING COMPANY 
PROCESS COLOR PLATE CO 
PUBLISHERS ENGRAVING COMPANY 
RELIABLE ETCHCRAFT CORPORATION 
REVERE PHOTO ENGRAVING CO 
ROGERS ENGRAVING COMPANY 
STANDARD PHOTO ENGRAVING CO 
STEARNS & COMPANY 

SUPERIOR ENGRAVING COMPANY 
WALLACE-MILLER CO 


PHOTOENGRAVERS ASSOCIATION 
BOARD OF TRADE BUILDING * CHICAGO 


. . USE LETTERPRESS 
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Fair Traders Need 
Congressional Help 


(Continued from Page 1) 
termed the “spectacle on 34th 
St.” and some of the alternatives 
available to fair traders short of 
legislative reversal. 

“In holding that the Miller-Tyd- 
ings amendment, exempting re- 
sale price maintenance agree- 
ments from the scope of the anti- 
trust laws, was inapplicable in the 
case of non-signers, the Supreme 
Court reached a conclusion wholly 
inconsistent with the prevailing 
understanding in commercial cir- 
cles, and inconsistent with the gov- 
ernmental views which had pre- 
vailed at least until the inception 
of the Schwegmann litigation,” he 
maintained. 

Trying to maintain fair trade} 
within the scope of the Schweg- 
mann decision is made even more 
difficult by the ambiguities in state 
fair trade laws. For example he} 
said, some state statutes provide | 
that only the “trademark owner” | 
can establish resale prices, which | 
would preclude the wholesaler | 
from doing so. | 


® Refusal to deal with price cut- 
ters would probably not stand up 
in court. “Any cooperation be- 
tween a producer and his cus- 
tomers, even in the accumulation | 
of information on price cutters, 
and any establishment of black 
lists suspending non-complying 
dealers...would undoubtedly be 
construed as illegal.” 

Maintaining prices by the agen- | 
ey device (i.e., making wholesal- 
ers agents of the producers) not 
only presents “practical business 
difficulties,” but might involve 
“complete reorganization of a pro- 
ducer’s marketing system and give 
rise to numerous collateral legal 
problems under both state and 
federal law,” he said. 

The basic problem in maintain- 
ing fair trade lies in outlining the 
scope of interstate commerce, and | 
the difficulty here is the “lack of 
unanimity in legal and judicial 
thinking,” and the divergent views 
existing toward “transactions! 
which on their face would appear 
to be clearly inter- or intrastate in 
nature,” Mr. Bergson pointed out. | 
“In any event, the void created 
by the Schwegmann case cannot 
be filled by collusive action.” 


ly 


® (This week the third U. S. cir- 
cuit court of appeals reversed it- 
self on two earlier decisions on a 
Sunbeam Corp. suit, and ruled 
that the Supreme Court decision 
applies to intrastate sales as well | 
as interstate. The court dismissed 
two Sunbeam suits against a Penn- | 
sylvania employes’ co-op and a}! 
mail order house.) 

John T. Wigginton, who repre- 
sented AFTC in a recent Florida 
supreme court decision, told the | 
group that while the court ruled | 
for the non-signer defendant, it 
did not pass on the legality of the 
Florida fair trade act and, in the 
language of the court, “the pre-| 
sumption of correctness [of the 
state act] attaches and remains ex- 
tant until and unless such find- 
ings are challenged and disproved 
in an appropriate proceeding.” 


e Walter F. Terry, v.p. of Calvert 
Distillers Corp., asked for manu- 
facturer enforcement of fair trade 
provisions and urged unity on the 
part of various groups who pro- 
pose congressional legislation. 

“A fair trade policy by a manu- 
facturer, without enforcement, is 
no policy at all. It is a sham. It 
must break down...The urge 
among retailers to be competitive 
is too strong for any group of 
them to sit still while a few stores 
violate prices, with the manufac- 
turer looking the other way,” he 


| unless 


|}a step toward 


said. 

“The need of unity is so obvious 
as not to require much urging. 
There should be only one federal 
measure, whether a national fair 
trade law, an amendment to the 
Miller-Tydings Law or an amend- 
ment to the Federal Trade Com- 
mission Act (all three of which 
have been proposed).” 


s “It is for our best legal minds 
to determine the best approach, but 
it seems to me unity must begin 
with these lawyers resolving their 
differences of opinion, and agree- 
ing on a single measure and a sin- 
gle effort,” he said. 

Mr. Terry argued that the three 
groups most vitally concerned with 
fair trade—AFTC, National Whole- 
sale Druggists Assn. and the liquor 
industry—should unite for this 
purpose. 

While continued education of! 
the public is necessary, since it is 
an endless job, Mr. Terry urged 
fair traders to “concentrate the 
effort on the Congress.” | 


® Earl Lifshey, managing editor of | 
Retailing Daily, told the several | 
hundred people present that “there | 
is no more justification for hypo-| 
crisy or misrepresentation on the} 
part of a manufacturer or his rep-| 
resentative when it comes to fair 
trade than there is as to his service 
guarantee, the quality of his mer- | 
chandise or any other phase of his | 
business. 

“Any manufacturer or distribu-| 
tor who elects to market his mer-! 
chandise under the Fair Trade Act | 
assumes the inescapable obligation 
to enforce the maintenance of | 
those prices sincerely and effec- | 
tively. If he has no intention of | 
doing so, he has absolutely ,no 
right, within the bounds of busi-/| 
ness ethics and decency, to fair 
trade his merchandise.” 

Mr. Lifshey believes that so-| 
called liberated prices are such, in| 
much the same way many coun- 
tries have been “liberated” in re- 
cent years. 


s “The Supreme Court decision 


|on fair trade hasn't brought free 


enterprise back into the market-| 
place; it has driven it out. And now, 
in place of it we are havine hich- 
destructive free-for-all mer- 
chandising. What's more, we shall 
undoubtedly continue to have it 
and until the fair trade 
principle is again established legal- | 
ly,” he said. 

“Fair trade must be restored as 
strengthening our 
nation’s economy,” AFTC presi-| 
dent John W. Anderson told the! 
group. “Competition is the life 
blood of the trade,” he agreed, but, 
just as brass knuckles are pro- 
hibited in the ring, competition 
should be “within the limits of 
laws promoting fair play.” 

The Schwegmann decision has 
seriously disturbed the balance be- 
tween quality and price, he said, 
and has aided the “monopoly of 
retail distribution” with its “pre- 
datory retailers.” 


8 In this he was echoed by John 
W. Hubbell, v.p. in charge of mer- 
chandising and advertising for 
Simmons Co. “The loss leader sys- 
tem may have a very temporary 
advantage for an individual retail- 
er, but it creates an unhealthy eco- 
nomic base for the public, other 
retailers and the manufacturers of 
fair traded items.” 

“While there may be a payoff 
for the individual retailer, he soon 
gets tired of the unprofitable vol- 
ume and makes every effort with 
guile to switch his customer to 
‘something better,’"’ Mr. Hubbell 
pointed out. 


ART AWARD WINNER—Ronsom Sherman 


(left), who emceed the annval awards 
dinner of the Art Directors Club of Chi- 
cago, here presents the medal award for 
design of a complete magazine od (Mor- 
ton Salt Co.) to Carl Briese, art director 
of Needham, Lovis & Brorby. Mr. Sher- 
man himself was given a special award 
for the most original new Chicago TV 
show in 1951. 


George J. Burger, v.p. and di- 
rector of the National Federation 
of Independent Business, reaffirm- 
ed his group's active support of the 
Miller-Tydings Law and all efforts 
to clarify and strengthen it. “This 
commitment comes directly from 
our small, independent business 
and professional men membership 
in all sections of the nation. These 
members have, in repeated signed 
ballots sent directly to their con- 
gressmen, voted in favor of this 
legislation and in favor of its de- 
fense,” he said. 


® The McGuire bill, which pro- 
poses an amendment to the Fed- 
eral Trade Commission Act ex- 
empting non-signer provisions in 
state fair trade acts from attack, 
will be given “detailed considera- 
tion” when it is referred to the 
FTC, according to Daniel Murphy, 


chief of the anti-deceptive prac-| 


tices bureau. He read the talk of 
FTC chairman James M. Mead, 


| who was unable to attend. 


Mr. Anderson, who has served 
as AFTC president since 1945, was 
reelected together with all 1950 
officers. He is also president of the 
Anderson Co., Gary, Ind 


| Edwards Returns to Air 


with $6,500,000 Pact 


Ralph Edwards, who has been 
out of radio and television since 
“Truth or Consequences” lost its 
radio and video sponsors some time 
ago, has signed an exclusive radio- 
TV contract with National Broad- 
casting Co., New York, which calls 
for his return to the air early next 
year. Mr. Edwards will receive 
$6,500,000 from NBC for his serv- 
ices for the next five years. 

His first assignment on the net- 
work will be a daily 30-minute 
telecast, to be aired at 12:30 p.m., 
EST, starting in January. Plans for 
a nighttime radio show — perhaps 
a revival of “Truth or Conse- 
quences,” which started the give- 
away jackpot inflation several 
years ago, and “This Is Your Life” 

— are expected to be announced 
later. 


‘Post Exchange’ Sets 
10% Rate Increase 


Post Exchange, magazine of 
merchandising to the armed forces, 
will increase its current $250 a 
b&w page rate by about 10%, ef- 
fective with the January, 1952, 
issue. The new rates will not apply 
to contracts placed prior to Janu- 
ary, on which current rates will 
apply through next June 

The magazine, which expects 
circulation in 1952 to be 20% 
greater than this year, is now 
accepting manufacturers’ lists for 
its 1lth annual directory issue 
(February, 1952). 


Noel Madison Gets Account 


Noel Madison & Associates, Los 
Angeles, has been appointed by 
Sally’s Candies to handle sales 
promotion. 


API Boosts Ad, 
Promotion Fund 
for Coming Year 


(Continued from Page 1) 

in the OIIC advertising and pro- 
motion program. The 1952 plans 
represent an_ intensification of 
| previous activities, made possible 
| by a budget boost of about 15% to 
20%. 


@ The 1952 budget—reportedly | 
close to $3,000,000—represents an 
| important boost over the 1950 cam- 
| paign fund, which totaled more 
| than $1,800,000. In that year, about 
| $1,000,000 was earmarked for na- 
| tional advertising, another $500,- 
000 for public relations and the re- 
mainder for printing, mat produc- 
tion, agency services and other 
activities. 

Pattern of the forthcoming cam- | 
paign will parallel the 1951 API 
 Sieaetine drive. Ads—in maga- 
zines, trade publications and ad- 
vertising and professional periodi- 
| cals—will conform, for the most 
part, to the news-and-photo type 
of presentation. However, particu- 
lar attention will be devoted to 
development of cooperative tie-in 
advertising at regional and local 
levels by OIIC committee mem- 
bers. 

A major element of the new 
drive will be the advertising kits 
which will be supplied to the ad- 
vertising departments of daily and 
weekly newspapers for use during 
Oil Progress Week of 1952. The 
1951 kits, incidentally, produced an 
| estimated $1,500,000 worth of local 

advertising. 


' 
|m Similar kits with radio and TV 
copy will be supplied to outlets 


throughout the country. In addi- 


tion, the industry’s series of 13 
quarter-hour “Romance of Oil"! 
programs will be distributed for | 
oil company sponsorship. 

During the series of OIIC meet- | 
ings here this week, committee) 
members agreed to increase the! 
number of field staff members who 
will work with the 4,800 OIIC com- | 
mittees and their more than 20,000 | 
members. 

The committee also approved the | 
outline for a new motion picture 
titled, “Crossroads, U. S. A.,” and 
a dealer picture showing how two) 
gallons of today’s gasoline do the! 
work that three did in 1925. 


8 API members showed a good bit | 
of interest in the new movie pro- | 
duced by the API committee on 
agriculture. The 16mm _ sound 
movie in color is devoted to “Farm 
Tractor Safety,” and calls atten- 
tion to the fact that three farm 
workers are killed and more than! 
150 are injured every day in trac- 
tor accidents. 

Judging by the attention the) 
film received during the API meet- | 
ing, the new movie undoubtedly | 
will find an important place in 
the institute’s over-all 1952 public 
relations activities. Implement 
manufacturers, farm safety spe- 
cialists in 14 states and the Na- 
tional Safety Council cooperated 
in the project 


8 Preliminary reports on the 1951 
Oil Progress Week indicate that it 
was the most successful such pro- 
motion to date. According to a re- 
port submitted to the OIIC by 
H. B. Miller, executive director, 
tie-in advertising totaled approxi- 
mately 4,240,000 lines of newspa- 
per ads; 459 hours of radio time 
(1,492 shows and 10,500 spots), and 
164 television shows. 

Petroleum industry speakers ad- 
dressed a total audience of 299,- 
415 people and 6,724 showings of 
industry films reached audiences 
totaling about 886,620 


In addition, the preliminary re- 
port listed 495 community-leader 
meetings; 460 school essay contests; 
684 open houses; 90 parades; 8,030 
exhibits and 309 special dealer 
rallies, plus numerous other activi- 
ties devoted to the special industry 
promotion 


®@ In a talk before an API session, 
Thomas W. Phelps, assistant to 
the board chairman of Socony- 
Vacuum Oil Co., predicted that 
world demand for oil products (ex- 
clusive of Russia and her satel- 
lites) will be more than 15,000,000 
barrels a day within ten years. 

This means, he said, that de- 
mands for petroleum will increase 
36% over current demands, and 
world production will be around 
16,000,000 barrels daily, compared 
with the 12,000,000 barrels cur- 
rently being produced. 

Almost half of the estimated in- 
crease, he declared, “is accounted 
for by the estimated increase in 
U. S. demand.” 


® This demand, estimated by the 
Socony-Vacuum forecasters, is 
based on the following assump- 
tions: 

1. U. S. population will be about 
175,000,000 or 180,000,000 in 1961. 

2. We will not have either full- 
scale war nor disarmament, and 
foreign aid will be continued. 

3. There will be no serious eco- 
nomic recession. 

4. There will be no runaway ine 
flation. 

5. Present price relationships 
among oil, gasoline and natural 
gas will undergo no_ radical 
changes. 

6. By 1961, there will be about 
65,000,000 passenger cars, trucks 
and buses, compared with 52,000,- 
000 at present; there will be more 
than 5,000,000 tractors, compared 
with just under 4,000,000 at the 
present time; and there will be 
9,000,000 oil burners used for cene 
tral heating, against 5,750,000 at 
present. 

7. Commercial use of atomic ens 
ergy for heat and power will not 


| be developed on a large scale 


8. Weather averages will be nore 
mal. 

9. Iranian production will soon 
return to normal. 

10. The government will allocate 
sufficient steel and other materials, 


# Lt. Gen. Ernest I. Thompson, 
senior member of the Texas Rail- 
road Commission, received the 
API's gold medal for distinguished 
achievement, and in an address im- 
mediately afterward declared that 
the U. S. has about 75 billion bar- 
rels of “hidden oil” in old oil fields 
which are thought to have been de- 
pleted. 

L. S. Wescoat, president of Pure 
Oil Co., Chicago, was elected chair- 
man of the API board of directors, 
succeeding W. Alton Jones of New 
York, president of Cities Service 
Co. 

Other officers include Frank M. 
Porter, president of Fain-Porter 
Drilling Co., Oklahoma City, pres- 
ident of API, and P. C. Spencer, 
president of Sinclair Oj] Corp., 
New York, v. p. for the transporta- 


tion division. All other officers 
were reelected 
Charles Z. Hardwick, v.p. and 


a director of Ohio Oil Co., Findlay, 
©. has been elected national 
chairman of the Oil Industry In- 
formation Committee 


Durkee Names Leo Burnett; 
Glidden Stays with Meldrum 

Leo Burnett Co., Chicago, has 
been appointed to handle adver- 
tising for Durkee Famous Foods, 
division of Glidden Co., Cleveland. 

Meldrum & Fewsmith, Cleve- 
land, which had the Durkee ac- 
count previously, will continue to 
handle all advertising for Glidden 
paint and varnish division, chem- 
ical and pigment, feed mill and 
naval stores divisions, as well as 
all Glidden corporate advertising 
The appointments are effective 
Jan. 1 
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Philadelphia Evening 


S. Taubkin, New York Times; John Blough, ANPA Bureau of Ad- 
vertising; Ben |. Troutman, Journal, Pottsville, Pa.; Cyrus H. Favor, 
Daily Press, Utico, N. Y.; James E. Quirk, Philadelphia Inquirer; 
Charles E. Gressle, News & Record, Greensboro, N. C., and 
Harold Riesz, Scripps-Howard Newspapers, New York 


Thus, Mr. Moses admonishes, 
“don't sell merchandise, sell the 
spring that makes your merchan- 
dise move off of retailers’ shelves 
faster.” 

6. “Products that bring more 
people into the store are the most 
profitable merchandise any retail- 
er carries...would be the most 
profitable if sold at cost. Obvious- 
ly that statement will not stand 
up unless some merchandising 
know-how is used. After getting 
customers in with low-margin or 
no-margin bait, good-profit mer- 
chandise must be sold to them 
enough high profit items to strike 
a fair profit balance on total sales.” 


8 In 
several 


addition to the basic steps. 
of which are outlined 
above, Mr. Moses devotes chapters 
to the value of the contest as a 
merchandising tool; the importance 
of suggesting new twists, new ideas 
to customers or prospects; sampling 


and sampling methods with which} 


salesmen can experiment in their 
own territories, and the importance 
of demonstrating a product in 
order to create real dealer interest. 

Mr. Moses also accents the idea 
that salesmen frequently can find 
the right merchandising answer 
by locating a retailer who has the 
answer. Discovery of a new retail 
angle can mean the difference 
between success and failure of an 
ad campaign. 

Merchandising a company’s ad- 
vertising, Mr. Moses contends, in- 
volves developing and giving the 
|dealer a plan which enables him 
to sell merchandise through a deal- 
rather than to 


er to customers, 
the dealer himself 


8 Throughout the entire volume, 
Mr. Moses’ easy, conversational 
style is devoted to a review of the 
basic principles of merchandising 
—principles which he has success- 
fully used during more than a 
quarter of a century. 

He suggests an idea, defines it, 
explores it, shows various applica- 
tions for it, restates it and dis- 
cusses it. Any salesman who reads 
| the volume will find it difficult 
| to refrain from putting at least 
|some of the ideas into practice 
“Adventures in Merchandising” 
|is published by Pilsbury Publishers 
|Inc., 10 W. 33rd St., New York. 
The price is $2.50 
} 


| 


LETTERING GUIDE OUT 

New York, Nov. 6—‘A Basic 
Guide to Lettering,” by Robert D. 
Buckley, has been published by 
Greenberg: Publisher, New York. 
The 95-page book, which retails 
for $4.50, is devoted to the funda- 


oy De ~ - - 
82 
= @€© Moses Tells How 
* 
™ to Merchandise 
m Ads to Retailers 
| s to Retail 
F New York, Nov. 6—‘When 
ilesmin uses advertising as a tool 
vith which to enlist dealer support, 
G or to get the dealer interested in 
ell } product instead of 
rrying it, he is ‘merchandising’ MATCHING NOTES—Promotion managers appear to be match- 
} idvertising ing notes during the first annual regional meeting of the eastern 
* With this definition of merchan- ‘egional conference of the National Newspaper Promotion Assn 
a jising, Lionel B. Moses, v.p. of! Philadelphia. Left to right: Barry Urdang, 
% Parade, intrpduces a terse, lively Bulletin; John Holsapfel, the Bureau of Advertising, ANPA; Irvin 
. nformative volume—possibly the ~~ 
first text devoted to the merchan-| Ples which are absolute ‘musts’ 
dising of advertising | in the successful merchandising of 
i. The book. “Adventures in Mer-| 4dvertising,” Mr. Moses declares 
ye chandising.” reviews basic mer-| in the opening chapter. “They are 
chandising principles and includes | all very simple. No merchandising 
12 selected case histories for the| Principle is good if it isn’t simple. 
4 purpose of illustrating their effec-| That's an important fact to re- 
tive application member. If it doesn't make sense 
* to the salesman, it doesn’t make! 
t es “There are certain basic princi- | sense.” 
Among the principles described, | 
; discussed and illustrated in the 
. ANY new volume are the following: 
4 1. “It makes no difference what 
‘ ADVERTISER } you are selling—you will always 
f succeed if your product is accom- 
: panied by a plan which will make 
‘ CAN. e's | your customer more anxious to 
—e | buy than you are to sell...” Mr. 
™ | Moses suggests that salesmen learn 
x | something that the customer wants 
y MOST to do, figure out a way in which 
yy J |the product or advertising will 
‘3 ADVE RTISE RS | help achieve the objective and the 
4 | customer will buy without being 
7 | “sold.” 
of SHOULD... | 
; |@ 2. A salesman’s salary is paid 
a : : by the man to whom he sells, “and 
: USE SPOT RADIO you owe loyalty,” Mr. Moses as- 
y ; ; serts, “first, last and all the time, 
ae to the man who pays your salary 
a x wsB Atlanta NBC = salesman . — puts the 
— . vest Interests o is customer 
+ » WBAL Baltimore NBC ahead of everything else—thinks 
a WNAC Boston MBS | first of what his products, his ad- 
a wicc Bridgeport MBS | vertising, his promotion plans, his 
= ’ WBEN Buffalo NBC | merchandising helps and his serv- | 
§ WGAR Cleveland CBS ices can do for that customer— 
“_ thinks first of how he and what he| 
- ¥ } WFAA )Dallas j NBC sells can help that customer ac- 
¥ f LFt. Worth ABC complish something he is trying to 
r KsoO Des Moines ABC | accomplish—honestly and sincere- 
i WIR Detroit CBS | ly carries the customer's best in- 
a: KARM Fresno ABC | terests always in the forefront of 
FF KPRC Santen NBC a ee ee a is on) 
oe WDAF eens Gite NBC —s ay up, and nothing can stop 
om KFOR Lincoln ABC Mr. Moses adds that that does 
ee KARK Little Rock NBC | not imply a salesman should “take 
} KFI Los Angeles NBC jthe customer's side.” That isn’t 
ce WHAS Louisville cas | loyalty to the customer nor pro- 
WIM Sines NBC — men Pose a best in- 
terests, he declares e customer's 
KSTP Mpls.-St. Paul NBC best interests are served when re- 
WwsSM Nashville NBC lationships “ruffled by errors on 
‘ WSMB New Orleans NBC /either side are smoothed by the 
- WTAR Norfoik NBC | Salesman.” 
KOIL Omcha ABC | 
wip Philadelphia mes |® 3. Objective thinking “means 
é ; | putting yourself in the other guy's 
> KPHO Phoenix Abc | place.” The proper question for a 
KGW Portland, Ore. NBC | salesman to ask himself before he 
WEAN Providence MBS | makes a call is not “How good is 
z WRNL Richmond ABC | my proposition for this customer?” 
WOAI Sass etanhe NBC but a. too " — this poss 
er, what would make me want to 
KOMO Seattle NBC place an order for this merchandise 
@ KTBS Shreveport NBC = today?” or “What would make me! 
KGA Spokane ABC want to give special support to 
WMAS Springfield ces this caigouersnong ll pen pou lig woe 
ing, he warns, is hard work, “but 
Kvoo Tulse Nec it is well worth the time and effort 
KFH Wichita cBs 


THE YANKEE NETWORK 
TEXAS QUALITY NETWORK 


Represented By 


EDWARD PETRY & CO., INC. 


488 MADISON AVE. 
NEW YORK CITY 


CHICAGO SAN FRANCISCO 
ST. LOUIS DALLAS 
DETROIT LOS ANGELES 


I do not know of any one quality 
more valuable to salesmen.” 

4. “The only policy which a 
real insurance policy is to remem- 
ber always that smart buyers do 
not want to buy merchandise. They 
want to buy sales and profits. 
Make it your policy to sell them 
what they want to buy.” 


Is 


® 5. Merchandise cannot make any 
money for retailers until “it comes 
off the shelves and goes out of 
the door, leaving in the cash reg- 
ister enough money to repay its 
cost, plus a satisfactory profit.” 


mentals of the lettering art and 
deals mainly with the difficulties 
that confront beginners. 


‘TALES FOR SALESMEN’ 
EDITED BY GOLDEN 

New York, Nov. 9—Frederick 
Fell Inc. has just released “Tales 
for Salesmen,” containing jokes, 
stories and anecdotes compiled and 
edited by Francis Leo Golden and 
illustrated by H. Lawrence Hoff- 
man. 

Examples of the contents: 


The man at the bar finished his second 
glass of beer and turned to ask the mana- 


ger of the place, “How many kegs of 
beer do you sell here in a week?” 

“Thirty-five,” the manager answered 
with pride 

“Well, I've just thought of a way you 
can sell 70.” 

The manager was startled. “How?” 

“It's simple. Fill up the glasses.” 

Yogi Berra, the New York Yankee base- 
ball catcher, might have sued the Herald 
Tribune for this report of an accident 

“The ball struck Berra on the right 
temple and knocked him cold. He was 
taken to Fordham Hospital. X-ray pic- 
tures of Berra’s head showed nothing.” 

Price of the 245-page book is 
$2.95 


Studebaker Promotes Four 
Studebaker Corp., South Bend, 
Ind., has appointed P. O. Peter- 
son, v.p. in charge of manufactur- 
ing, and K. B. Elliott, v.p. in charge 
of sales, executive v.p.s. At the 


K. B. Elliott R.A. Hutchinson 
same time, R. A. Hutchinson, gen- 
eral manager of the export divi- 
sion, and E. C. Mendler, general 
manager of the parts and acces- 
sories division, were elected v.p.s 
in the company. 


McWilliams Joins Greene 


Leonard E. McWilliams Jr. has 
been appointed an account execu- 
tive for Finley H. Greene Adver- 
tising, Buffalo. He will be in 
charge of the agency’s agricultural 
department. 
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a Mowle Announces 


Newspaper Study 
of Cost Methods 


New York, Nov. 6—A study ct 
newspaper cost techniques has 
been authorized by directors ol! 
the Institute of Newspaper Con- 
trollers. Peter King, secretary and 
assistant treasurer of the Milwau- 
kee Journal, has been appointed 
chairman of a committee that will 
undertake the project. 

T. F. Mowle, president of the 
institute and controller of the Wall 
Street Journal, who announced the 
new committee, said the activities 
of the committee “will include a 
survey of daily newspapers to as- 
certain what formulas and tech- 
niques are now employed by them 
in computing and allocating costs. 

“It will also assemble and evalu- 
ate,” Mr. Mowle said, “all available 
published data on newspaper costs 
and procedures, and will report on 
these two phases at the institute's 
next convention in October, 1952. 
at Tulsa, Okla.” 

The following institute members, 
Mr. Mowle said, will serve on the 
newspaper cost study committee: 


Ernest W. Adnitt, Toronto Daily Star; 
Lyle K. Anderson, Minneapolis Star & 
Tribune; William F. Canfield, Inland 
Daily Press Assn.; Edmund W. Downes 
Hartford Courant; Harold Ferguson 
Newsday, Garden City, N. Y.: Nora M 
Foulds, Free Press, London, Ont.; Prof 


J. E. Gerald, University of Minnesota 
Charles J. O'Mara Jr., Chicago Sun-Times 


Hugh B. Patterson, Arkansas Gazette 
Little Rock; Michael M. Pennock, Phila- 
delphia Inquirer; G. S. Phillips, Wash 
ington Post; Roger P. Talmadge. Boston 
Herald-Traveler; C. Arthur Weis. St 
Louis Globe-Democrat, and Ida Wo Zoch 


Herald & Review, Decatur, Ill 


BBM Names Hammond, Powell 


The Bureau of Broadcast Meas- 
urement, Toronto, has appointed 
two new directors: G. C. Ham- 
mond, v.p. of Cockfield, Brown & 
Co., Montreal, to replace Stuart B 
Smith, who has moved to the U. S.., 
and Walter E. Powell, commercial 
manager of Canadian Broadcasting 
Corp., Toronto, to replace E. Austin 
Weir, who has retired 


Curry Shifts Headquarters 


Monte J. Curry, director of Cur- 
ry-Risley, New York agency, has 
moved his headquarters to the or- 
ganization’s West Coast branch in 
Los Angeles. Albert Di Lauro will 
manage the New York office. At 
the same time, the agency has been 
appointed to handle public rela- 
tions for the Centinela Valley 
Model Railroad Assn 
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Videodex Network TV Ratings 
Week of Oct. 1-7, 1951 
Copyright by Jay & Graham Research Inc. 


Program Popularity Total =  Sanened 


Rank Program (%) Rank (000) 
1 Texaco Star Theater (NBC, Texas 1 Texaco Star Theater “(NBC Texas 
Oil Co.. 62*) 55.8 Oil Co.. 62* 7,519 
2 Red Skelton (NBC, P&G. > 42.0 2 Your Show of Shows (NBC 
3 Talent — (CBS, Leve Tandem, 58*) 5.169 
Lipton, 26* 418 3 Red Skelton (NBC. P&G. 39*) . 4,754 
4 Your Show of Shows (NBC, Tan- 4 Philco Playhouse (NBC. 55*) 4614 
dem, S8*) . 39.4 5 Godfrey and Friends (CBS. Chester- 
5 Godfrey and Friends (CBS, Chester- field-Toni e 4,535 
field-Toni, 50*) 36.9 6 Fireside Theater (NBC, P&G. 52”) 4,378 
6 Philco aad (NBC. 55*) 36.4. 7 World Series (Sat.) (All networks. 
7 Fireside Theater (NBC. P&G. 52*) ... 34.8 53*) 4,359 
8 World Series (Sat.) (All Networks, | 8 Talent Scouts (CBS, Leyer- 
53*) 33.9 Lipton, 26* 196 
9 Toast of the. a (CBS, Lincoin- | 9 You Bet Your Life (NBC. DeSoto- 
Mercury, 33.8 Plymouth. 50*) 3,971 
10 You Bet eer Life (NBC, Sutete- Comedy Hour (NBC. Colgate. 55*) 3,970 
Plymouth, 50*) 33.6 *Number of cities in which program was telecast. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Oct. 13, 1951 
All tigures copyright by A. C. Nielsen Co. 


Total Homes Reached Current 
Homes Program Popularity* Rating 
Rank Program (000) ank rogram (%) 
1 Texaco Star Theater (NBC) 7.276 1 Texaco Star Theater (NBC) s4 
Your Show of Shows (NBC. Particip.) 5.447| 2 Arthur Godfrey's Scouts (CBS, Lever- 
3 Your Show of Shows (NBC. Reynolds eS FO 
Tobacco) .. 102 3 Your Show of Shows (ues, Particip.) 
4 Arthur Goatrey . Friends (CBS, 4 Red Skelton (NBC, P& a ; 
Liggett & 4.993 5 Your Show of Shows (NBC, “Reynolds 
S World Series, “(sat) “(All Networks) . 4.982 WED xccccaccases 
6 Fireside Theater (NBC, P&G) 4825 6 Arthur Godtrey y Friends (CBS. 
7 Colgate Comedy Hour (NBC) 4,800 Liggett & Myers) ..... 40.4 | 
8 Your Show of Shows (NBC, Lehn & 7 Mama (CBS, y= Foods- Maxwell 
Fink) 4.776 House) 40.0 
9 Red Skelton (NBC. P&G) 4.752 8 World Series (Sat ) (All Networks) 388 
10 Philco TV Playhouse (NBC) 4.744 9 Alan Young Show (CBS. Esso-Kroger) 38.7 
10 Fireside Theater (NBC. P&G) 38.3 


Per cent of homes reached in areas where program was televised 


Ah, Victor and Vick, a Real Hep Tie-in! 


New York, Nov. 7 
tie-ins sometimes 
bedfellows 

Give you a for-instance: 
allying RCA Victor 
Vick Chemical Co. 

RCA has just cut a record of a 
ditty called “If You Catch a Little 
Cold (I'll sneeze for you),” fea- 
turing Dinah Shore and Tony Mar- 
tin—rapturously guaranteed by 
RCA to set “eyes dancing, ears 
jiggling, toes tapping’—and may- 
be noses running 

Now comes Vick on the scene. 
More than 2,000 disc jockeys the 
country over have received boxes 


Promotional} lease of old familiar folk tune by 
make strange| Vicks, enclosed. Let Dinah sneeze 
| for you...let Vicks take care of 

your cough...” 

The letter signed, “Gesund- 
heit! Fred Mann,” a member of 
RCA Victor's promotional staff. 

That’s all, men. Bud wade dill 
Kleenex hears aboud id! 


the one 


Records with! is 


Blatz Appeals Decision 


Blatz Brewing Co., Milwaukee, 
has filed notice in the 
court that 
state supreme court an order stop- 
ping it from using a 
bottle and label held 


ea eget to compete unfairly with Miller} 
of Vicks cough Crepe Brewing Co.’s High Life bottle | 
and label (AA, Aug. 27) 
@ With the gift went a letter. Reads 
like this: 


“The two Vics have smash hits. Farm Journal’ Raises Rates 


“St Wee Catch a Little Cote) Sem Seen. Someee See 

, aa © Blas enfieenn | Gt ced ¢ t pase s 
(TU eneess Ser you). Mow setean advertising rates, to be effective 

now on its way to you. Bound with the Julv, 1952 issue. The 
to become a nit... Journal currently gets $7,400 a 

“If you cough a little cough) b&w page and $10,100 for four 
(here’s Vicks for you). New re- colors 


____| helped 


circuit } 
it will appeal to the} 


certain type} 
by the court 


akeMore Sales with HEINN 


Loose-Leaf Binders 


®@ Many of your suppliers—if 


use Heinn Loose- 
Leaf Binders to 
help make sales 
to you. This is a 


since practically 
all leaders in ev- 
ery industry use 
Heinn Binders. 
Custom-styled, 
job-planned Heinn 
Binders can help 
you step up your 
own sales... at 
the lowest opera- 
tional cost per 


Write for the 
complete story. 


@ CATALOG COVERS 
@ PRICE AND PARTS BOOKS 

@ SALES AND INSTRUCTION MANUALS 
@ PROPOSAL COVERS @ PLASTIC TAB INDEXES 


te HEINN COMPANY 


320 W. FLORIDA ST., MILWAUKEE 4, WIS, 


not most of them—probably | 


reasonable claim, | 


unit per year. | 


| Norman Promoted to S. M. 
James T. Nerman, fieid sales 
manager, has been promoted to 
| general sales manager of William- 
son Dickie Mfg. Co., Fort Worth, 
| manufacturer of matched work 
uniforms 
| 


‘Tribune’ Names Fred Jones 
The New York Herald Tribune 
European edition has appointed 
| Fred R. Jones Associates, Chicago, 
its representative in the Midwest. 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and i weekly news 


pi 


w 
wi 


popers in 
lowa, North ond South Dakota, 
Montana and Nebrosko. We can 
give you complete coveroge on 
ANY SUBJECT, news or advertis- 
ing. Write for detoils. 


Western Press Clipping Exchange 
Established 1900 
1022 Lumber Exch. Sidg., Minneepells, Minn. 


NEW OFFSET PRESS—The first ATF-Webendorfer two-unit perfecting web-fed offset 
publication press is being test run before shipment to Missouri Farmer at Columbia, 
Mo. Several new features are incorporated in this new press: all register controls 
are actuated from the operating side without use of tools; a fountain roller driven 
by on individual electric motor through o variable speed drive permits fine ad- 
justments; increased printing length of sheet to 22'%” has been provided by re 
ducing width of non-printing gap on plate and blanket cylinders; and an improved 
inking system provides larger ink carrying and distributing capacity 


: Ad Execs Told How 
‘| Direct Mail Helped 
Hercules Powder 


New York, Nov. 6—Selling ideas 
| for new products by direct mail 
Hercules Powder Co. to 
broaden its markets for plastics, 
| Philip A. Belk, advertising mana- 
ger of Hercules’ plastics division, 
told members of the Industrial 
Advertising Assn. of New York 
yesterday. 

The company was faced with the 
problem of broadening established 
|markets for its products, of ex- 
| panding its toe-hold in relatively 
| new markets and of developing 
| contacts in entirely untapped mar- 
| kets, Mr. Belk said 

In substance, he said, the prob- 
| lem was attacked by having engi- 
neers and designers originate ideas 
for new products which potential 
customers (that is, manufactur- 
ers) could develop efficiently and 
economically by using Hercules’ 


| 


“cellulosic” plastics 
|}@ These ideas were sent out to 
| carefully selected lists, demon- 


strating how plastics could be used 
instead of other materials for vari- 
ous products, such as too! handles, 


hair dryers’ housings, toys and 
similar items 
| The direct mail campaign was 


| backed up by salesmen’s calls, ad- 
vertising in industrial publications 
and publicity, Mr. Belk said. It 
has resulted in many products be- 
ing converted to plastics, he said, | 
although in many instances plastics 
produced by competitors have been 
used instead of Hercules’ material. 

This was expected, he said, and 
it was felt from the beginning that 
anything that would help broaden 
the plastics market in the long run 
would benefit Hercules 


Sock Salesman Surpasses 
Great Expectations 


His “sock” salesmanship encompasses just about every 
commodity and service currently offered the American 
public. In the men’s furnishings field the experience of 


one of his sponsors is typical: 


@ Judged by the over-all results 
that Hercules has experienced, he 
said, the effort has been more than 
worth while. The company has de- 
veloped four new markets for its 
products where it had only one 
before it launched its campaign 

The company won first place in 
the “broadening markets” class in 
this year’s annual industrial ad- 
vertising competition sponsored by 
the National Industrial Advertis- 
ers Assn. 


“With ray an exception, whatever we advertise on 
the Fulton Lewis, Jr. program brings immediate 
results, sometimes far beyond expectations.” 


That’s the statement of Mr, R. H. Cooley, 
Bishop's Clothing & lg *n Mills Store, Salem, Oregon, 
sponsor of the Fulton Lewis, Jr. program Station 
KSLM. He continues, “Our business is definitely up over 
last year, which itself was a very good year.” 


manager of 


The Fulton Lewis, Jr. capacity to influence listeners has 
been demonstrated time and again. His zeal for covering 
the important stories of the day and his ability to uncover 
stories which subsequently become important are respon- 
sible for his large, loyal audience. 


|Coha Joins Newey & Conway 
| Stephen P. Coha, formerly a 
| Staff writer for the Chicago Jour- 
nal of Commerce and the Wall 
Street Journal, has joined Newey 
& Conway, Chicago, public rela- , e 
tions concern. If you want a ready-made audience and a program with 
network prestige at local time cost (with pro-rated talent 
cost), investigate now. Though currently sponsored on 
more than 370 stations, there may be an opening in your 
locality. Check your Mutual outlet—or the Cooperative 
Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 


‘La Presse’ Raises Rates 


La Presse, Montreal, has raised 
its b&w rate for Canada from 45¢ 
to 50¢ per agate line, and for Cana- 
da and U. S. combined, from 50¢ 
j to 55¢, effective Jan. 1. 
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Hadacol’s List 
of Creditors Is 
‘Magnifique’ 


(Continued from Page 1) 
back and forth from Manhattan to 
Lafayette, La., or in long typewrit- 
ten lists. The one I saw was in list 
form, and there were three lists, 
one of 93 pages, one of 80 pages 
and a third of 2l1—or 194 pages of 
ereditors, two columns to a page, 
typed neatly with a skyblue ribbon 


@ Whom does Hadacol owe” 
Well, there’s Hertz-U-Driv-It 
and Eastern Airlines, the B&O and 
the Diamond Cab Co. of Lafayette. 
There’s the Evangeline Hotel, the 
Dixie Cream Donut Shop and the 
Gertrude LeBlanc School of Danc- 
ing, all Lafayette, as well as local 
drug frozen foods stores, 
fruit stores, hardware stores, of- 
fice equipment stores, sterilized 
clothing stores, transit companies, 
wholesale grocers, the Lafayette 
Lions Club and the Kaplan Quar- 


stores, 


terback Club, Kaplan, La 
Further, there are such esoteric 
creditors as the Beechnut Stogie 


Co. of Pittsburgh and the Thearle 
Duffield Fireworks Co., Chicago 


e As you might expect, the gaso- 
line companies crawled on the 
hook via the credit card route 
numerous Shell, Gulf and other 
stations are present, as the 
Gooch Drug Store of Sparta, Tenn. 
The Baldwin Piano Co., Cincin- 
nati, provided some of the music, 
and it too made the ranks, as did 
the Roanoke Baseball Club. 
In the ubiquitous creditors’ 
the Foody Doody Stores of 


1s 


list, 
Gal- 


DVERTISERS 
AGENTS © CLIENTS 


A 


The continuous Yazards of LIBEL, Invasion 


of Privacy, Playiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


write FOR DETAILS AND WATES 


peroyes REINSURANCE 


‘ORPORATION 


Insutance. Exchange Kansas City Mo 


veston are nestled with the S. Luce 
Press Clipping Bureau, Consoli- 
dated Press Clipping and others, 
mute testimony to the LeBlanc 
flair and fondness for publicity. 

All these are included in the 
Hadacol creditors’ list, and they 
constitute a small fraction of the 
total, which is fast approaching 
6,000 


® Almost everywhere in the coun- 
try (plus even Mexico and Puerto 
Rico) LeBlanc owes somebody 
something. The list is divided into 
three categories: 

1. Radio stations, of which there 
are about 500. A quick check 
doesn’t show any major stations 
on the list but the coverage might 
be said to have eliminated the need 
for powerful stations. 

For example, the geographical 
range extends from WIBG, Phila- 
delphia, to WAAF, Chicago; 
WLEW, Bad Axe, Mich.; KOOS, 
Coos Bay, Ore.; KFVD, Los An- 
geles; XEF, Mexico; KRSN, Los 
Alamos, N. M.; KOSF, Nacog- 
doches, Tex.; WELO, Tupelo, Miss.; 
KWPC, Muscatine, Ia.; WATO, 
Oak Ridge, Tenn., and back home, 
via many stop-offs, to KSLO, 
Opelousas, La. 
of 


s 2. “Wholesale bonus people,” 


which there are some 2,500 listed. | “ 
It's not too clear just who falls 
includes 
individuals listing no company af-| 


into this category as it 
filiation, all sorts of business, food 
and candy companies 

to the aforementioned 
Stogie Co. and 71 
Robbins companies 
country. Many 
duplicated in the third category. 

3. Trade creditors. This category 
the largest, 


across 


1S 


prise covered. 
previously mentioned companies. 


Druggists—chain and independ- 
comprise the larg- 
of creditors and they 
cover almost all parts of the coun- 
with the possible exception of 
to 
isn’t well 

business 
fields. All forms of transportation 
appear to run a close second in the 


ent—probably 
est number 


try, 
the 


say 


Northeast. Which 
that the Northeast 
represented in other 


is not 


listing. 


® A random run through this list 
a business hodge-podge | 


turns up 
like the following: 


Advertising Agency & Advertis- 


in addition 

Beechnut 
McKesson & 
the 
of the names are 


numbering about 
2,700 names, and quite startling in 
terms of the varied fields of enter- 
It includes all the 


the 


ect 


) 


trend 
and better sales 

p your men 
mething more 
versation! 


Ask for tolder on 
stock and special 
sales tools. 


to 


ell 
through 
we as 


1220 WEST MADISON STREET 
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SEPTEMBER FIGURES— b paper linage reports from Media Records 


show gains in retail, finenciol and classified advertising. For the fifth straight month, 
general shows a loss. Automotive advertising for September was down 10.3%, and 
total advertising for the month was up 2%. 


ing & Selling, 
Multigraph Corp., 
Glass Corp., Arkansas Power & 
Light Co., Alabama Press Assn., 
| Bates Mfg. Co., Borden Co., Broad- 
| casting-Telecasting, dozens of 
|“Corner Drug Store(s)” and 
Economy Drug” companies, an 


Addressograph-| probably constitutes the best avail- 
Anchor Hocking! able information to date. 


|signed as president of American 


} equal number of engraving com-! 


| panies, Illinois and Southern Bell 
telephone companies, International 
Business Machines, numerous ho- 


and Los Angeles. 
Also, Louisiana Paper Co., 
nesota Mining & Mfg. Co., 


Min- 
Music 
Glass Co., Railway Express, Sales 
U.S. Broadcasting Co., Wall Street 
Journal and Western Union. 

Although no figures are shown 
on these three lists, it is believed 
that most of the large creditors are 
among previously published list- 
ings (AA, Oct. 15) 


@ Majestic Advertising, Houston, 
was the major Hadacol agency, but 
a number of other agencies, news- 
paper representatives and adver- 
tising houses are also involved. 
They include: 

Golson Advertising, Chicago; 
Kelly & Martin, Chicago; Lamar 
Advertising, Baton Rouge; Nation- 
wide Advertising Specialty Co., 
Arlington, Tex.; New York and 
Chicago offices of Ruthrauff & Ry- 
an, and Window Advertising Inc., 
New York. 

(L. H. Towner, owner of Majes- 
tic, has told AA that his agency 
has a credit insurance policy with 
| the American Credit Indemnity Co 
|of New York in the amount of 


ties amount to about $100,000.) 
It will be a long haul before all 

|the pieces of the Hadacol House 

are put together again, but this 


| 


tels, the cities of Dallas, Lafayette | contact anyone at AVA today, but 


Corp. of America, Pittsburgh Plate | 


AMERICAN VITAMIN FILES 
BANKRUPTCY PETITION 

Los ANGELES, Nov. 8—George S. 
Johnston Sr. has reportedly re- 


Vitamin Associates, and the com- 
pany has filed a bankruptcy peti- 
tion here (AA, Oct. 29). 

An AA reporter was unable to 


learned that company officials are 
conferring with lawyers in nego- 


| Sept. 


Trade sources have confirmed 
AA’s story that the coupon fiasce 
was the precipitating factor, but 
some say it was not the main rea- 
son for the demise of AVA promo- 
tion. They believe AVA _ was 
spending two to three times its 
gross sales for promotion and ad- 
vertising. Further, they say, the 
company appears to have func- 
tioned partially on factoring and 
pre-dated checks 


e During the week, the Vitamin 
Corp. of America, Newark, which 
reportedly was successful in its 
Chicago and Los Angeles satura- 
tion promotion last month (AA, 
10), announced that the 
Rybutol campaign is being ex- 
tended to all major midwestern, 
northeastern and middle Atlantic 


| markets. 


According to Morton Edell, VCA 
president, Rybutol sales are run- 
ning 400% ahead of last year, and 
the advertising budget (handled 
by Harry B. Cohen Advertising) is 
currently at the rate of $2,000,000 
yearly. 

“VCA’s position in the market 
is stronger than ever,” Mr. Edell 
said, “and the collapse of Hadacol 
and American Vitamin Associates, 
both currently in the hands of 
receivers, points up the difference 
between aggressive merchandising 
with which we like to identify 
ourselves and the kind of over- 
inflated promotion which can only 
bring harm to the drug industry.” 


‘Columbus Citizen’ Promotes 
G. ]. Palmer to Ad Manager 


tiations that may lead to AVA's 
sale or reorganization. Earlier, 


|officials of the Thyavals and Or- 


Management, Sears, Roebuck & Co., | 


| $400,000. Majestic’s Hadacol liabili- | 


vita marketer had told AA new 
capital was available to them 
which they could use to liquidate 
their obligations. 

(There was no indication of 
Mr. Johnston's plans. He was once 
an advertising agency owner in 
Buffalo, N. Y., and has owned 
companies selling vitamins, a lo- 
tion for athlete’s foot and a Melt- 
away reducing plan.) 


e Included ir the reported AVA 
creditors’ list are: 

Industrial Factors, $375,000; 
Schwimmer & Scott, $290,000; var- 
ious suppliers, $170,000; Frank 
Miller, $140,000; PMs owed to 
druggists, between $50,000 and 
$100,000; and about $25,000 in 
pre-dated checks for outstanding 
salaries, radio, newspaper and 
other commitments. 


The Columbus Citizen, a 
| Scripps-Howard newspaper, has 
| promoted Gough J. Palmer, man- 
ager of the retail 
department for 
several years, to 
advertising man- 
ager. 

William M. 
Schmidt, former- 
ly with the retail 
advertising de- 
partment of the 
Pittsburgh Press, 
another Scripps- 
Howard news- 
paper, has been 
appointed retail 
advertising manager 


= 


Gough J. Palmer 


BoatLIFE Appoints Grant 

M. L. Condon Co., White Plains. 
. Y., boat lumber specialist and 
maker of BoatLIFE paints, has ap- 
pointed Grant & Wadsworth, New 
York, to handle its advertising. 
Durk Advertising, White Plains, 
is the previous agency. 


Z 


acral a LUBBOCH jviacte 
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Recruiting Drive 
Still Is Stalled; 
Awaits Green Light 


WASHINGTON, Nov. 8—The mili- 
tary recruiting program remained 
stalled this week, as the publicity 
branches of the recruiting services 
waited for final legal interpreta- 
tons defining their right to spend 
money which Congress voted for 
the fiscal years of 1951 and 1952. 

On the basis of tentative deci- 
sions by “lower echelon” comp- 
trollers, all expenditures for pub- 


| 


licity, as well as advertising, have | 


been brought to a halt (AA, Nov. 
5) 

Top comptrollers now are con- 
sidering whether portions of the| 
funds can be spent for such pur-| 
poses as the production of posters | 
and recordings 


® Ranking members of the Senate | 
appropriations committee are re- 
ported to have given their okay | 
for the use of remaining 1951 funds 
for certain publicity purposes. If 
endorsed by the comptrollers, this 
would permit the services to oper- 
ate limited recruiting campaigns 
during the weeks that will pass 
before Congress has time to review 
its recent action shutting off pub- 
licity funds 

The interim plan is reported to 
include a limited amount of ad- 
vertising for specialists. Though 
recruiters still want them, big- 
name radio programs to attract 
volunteers are out, at least for the 
present. 

Meanwhile, the Washington Star | 


that the Army and Air Force spent 


an average of $64.73 per recruit) @ Jack Kaduson, formerly with Schenley Distillers Corp. as a brand | 


| 
ul 


Last Minute News Flashes 


Bernbach Directs B.P.R. Bond Rye Promotion 
New York, Nov. 9—Doyle Dane Bernbach Inc. is reportedly placing 
400-line ads in Baltimore, Philadelphia and New York newspapers 


for B.P.R. bottled in bond rye. B.P.R., a division of United Distillers of 


America Inc., New York, was previously handled by Edward Ham- 


burger Advertising, New York. 


Mrs. Terry Quimby Joins McKay Products 

New York, Nov. 9—Mrs. Terry Quimby has joined McKay Products 
| Corp. to direct a newly established advertising and promotion depart- 
ment. She formerly was fashion promotion and publicity director at 
Lawrence Boles Hicks Inc., New York agency, which handles McKay's 
Blue Swan and Schiaparelli lingerie lines. McKay will launch an in- 
tensive point of sale promotion next year. The agency remains the same 
and no replacement for Mrs. Quimby has been named. 


Chicago Kills Green River Ordinance 
Cuicaco, Nov. 9—The finance committee of Chicago's City Council 


this morning quickly voted to table a proposed “Green River” ordi- 
nance that would have made door-to-door salesmen subject to heavy 


fines. (See story on Page 68.) 


A. S. Moss Joins Bozell & Jacobs 


New York, Nov. 9—Alfred S. Moss, formerly a v.p. of Peck Adver- | 
sing, has joined Bozell & Jacobs as a v.p. and member of the plans 
| board. 


NBBB Criticizes Liggett; Other Late News 


e National Better Business Bureau, New York, has had no word from | 


Liggett & Myers Tobacco Co. or its agency, Cunningham & Walsh, 
concerning the bureau's criticism of the use of a wire praising Chester- 


field as the only leading cigaret “adjudged entirely free trom mislead- | 


ing statements or false claims.’”’ Commercials on the company’s radio 


| and TV shows made this claim on the basis of a study by a “pane] of 


five, all members of the faculty of the University of New Hampshire,” 


the bureau said 


MICROFILM CAMPAIGN—This four-color 
Burroughs Adding Machine Co. ad will 


appeor in The Saturday Evening Post 
in November and in Fortune in Decem 
ber as part of a campaign to promote 
the company-distributed Microfilm  re- 
corder. Business Week, Newsweek, Time, 
United States News & World Report and 
trade publicotions will also be used. The 
agency is Compbell-Ewald Co., Detroit 


Autry Sues Republic; 
Injunction Sought 
Covering 65 Films 


Los ANGELES, Nov. 7—Gene 
Autry has filed for an injunction 
to prevent Republic Pictures and 
its subsidiary, Hollywood Televi- 


Court Sustains FTC 
Order Against Camel 
Cigaret Copy Claims 


Cuicaco, Nov. 7—The U. S. cir- 
cuit court of appeals here has up- 
held the Federal Trade Commis- 
sion’s far-reaching order of March 
31, 1950, against R. J. Reynolds 
Tobacco Co. for untruthful adver- 
tising (AA, April 10 and 24, '50) 

Judge J. E. Major's opinion said 
that the court’s three members 
“have carefully examined the rec- 
ord and find petitioner's |Rey- 
nolds’| contention in the main to 
| be devoid of merit. The record not 
only substantially but abundantly 
supports the findings as made by 
the commission . - 

The FTC's order, as sustained, 
enjoins Reynolds from represent- 
ing, directly or by implication, that 
the smoking of cigarets (1) en- 
courages the flow of digestive 
fluids or aids the digestion in any 
respect; (2) relieves fatigue or 
creates energy; (3) does not affect 
physical condition of athletes; (4) 
will never harm or irritate the 
throat or leave an aftertaste; or 
(5) will comfort the nerves; (6) 
that Camel cigarets differ in these 
respects from any other leading 
brands, and (7) that Camels con- 
tain less nicotine than any of four 
other major brands 


@ Parents’ Magazine has announced a circulation increase of 50,000 to | Sion Service, from releasing some|@ The circuit court did not g@ 


| a new ABC net paid average of 1,300,000, effective with next February's ; 


issue. There is no increase in ad rates. 


e@ The Boston Sunday Advertiser is going into the fifth week of testing 


of his pictures for television 
| showing. 

The complaint is similar to the 
suit won by Roy Rogers recently 


jalong with the FTC cease-and- 


desist order against Reynolds, 
| however, on two points. 
| First, the court said the FTC 


a 20¢ copy price in several Massachusetts counties bordering New York | (AA, Oct. 29), but goes further in| went into an immaterial matter in 
revealed that a secret Pentagon| and Connecticut. H. G. Kern, publisher, told AA the “plan is working| that violations of the Sherman| extending the order to prohibit en- 
study of recruiting costs showed | out all right” and perhaps will be extended, but denied the paper’s| Anti-Trust Act and the Lanham|dorsements “which are not face 


15¢ price will be changed in Boston. 


| Act are alleged. 


On the anti-trust claim, the suit 


jtually true in all respects.” 
| Second, FTC should not, Judge 


in fiscal 1951, while the Navy, advertising manager, has joined William H. Weintraub & Co., New| Says that Republic has conspired | Major held, include as parties to 
which does not use paid advertis- | York. as an account executive 


ing, spent $37.51. The Marines} 
—which also use no paid advertis- | 
ing—spent $120.38 | 

The survey showed total Army- 
Air Force expenditures labeled 
“advertising” in 1951 amounted to 
$7,110,963. Of this, $5,185,114 was 
allotted for national advertising 
and $1,000,000 for local. Of the na- 
tional advertising, $1,600,000 went 
to radio, $1,500,000 to magazines 
and $1,000,900 to newspapers and 


supplements. TV accounted for 
$817,027 
@ The Army and Air Force also} 


had $314,159 for “preparation 
costs,” $562,364 for “public ser- 
vice radio material,” $339,267 for 
paper and printing and $90,000 for 
publicity. 

The Navy charged $793,706 as| 
“advertising” and the Marines 
$433,434. Of this the Navy put 
$534,425 and the Marines $280,316 
into posters and placards 


| the 


WasHINGTON, Nov. 8—A new 
procedure to relieve advertisers 
of the burden of writing priorities 
for photoengravings was under 
consideration here this week, fol- 
lowing a meeting between the Na- 


|tional Production Authority and 
| industry members. 


The plan, supported by adver- 
tisers, publishers and photoengrav- 
ers alike, would permit advertisers 
to order engravings without prior- 
ities. Paper work, in securing en- 
graving blanks, would be left to 
photoengraver. 

Under the present system, en- 
gravings are considered an “op- 
erating supply” of the ultimate 
owner—in most instances the ad- 


Radio| vertiser. While the priority is sim- 


cost the Navy $153,000 and the| ple to issue—the advertiser merely 
Marines $70,550, and TV cost the| wrotes “DO-MRO” on his order— 


Navy $18,000. 


computation of quotas and other 


Army-Air Force advertising|record keeping requirements have 


plans were less ambitious for the created 


1952 fiscal year. Expenditures for| 
the national and local advertising | 


were to amount to $3,100,000 


Dell Comics to Take Ads 


Dell Publishing Co. is making | 
available to advertisers for the 
first time its most popular ten 
monthly comics books, which have 
an average monthly guarantee of, 
10,000,000. Second, third and 
fourth covers only will be open — 
and only in four colors. The page 
cost will be $19,500. The comics 
include Walt Disney’s Comics, 
Tom & Jerry, Little Lulu, Roy 
Rogers, Gene Autry and Tarzan. 


‘McCall's’ Raises Ad Rates 


McCall’s will raise its bkw page 
rate from $11,400 to $12,500 with 
the May, 1952, issue. Other rates 
will go up proportionately. At the 
same time it will increase its cir- 
culation guarantee from its pres- 
ent 3,900,000 to 4,000,060. The in- 
crease in rates is based on in- 
creased circulation and _ higher 
costs of labor and supplies. 


a 


immense confusion 
throughout the industry. 
At a conference with photo- 


| engravers and advertisers Monday, 
|NPA 
| would make the blanks an operat- 
ing supply of the engraver instead | 


considered a plan which 


of the advertiser. The engraver 
then would issue the priorities and 
keep the records. 


s The shortcoming, of course, is 
that the engraver would pick his 
customers, too, since the advertiser 
would not have a priority with 
which to compel delivery. For com- 
panies without a regular supplier, 
this might lead to serious compli- 
cations in the event engraving 
blanks become scarce. 

Nevertheless, the advertisers 
and the engravers joined in urging 
NPA to simplify the situation by 
making the change. NPA’s print- 
ing and publishing division prom- 
ised to give the plan careful con- 
sideration. 

Meanwhile, it was learned to- 


| NPA Agrees to Consider Adopting a New 
| Procedure for Ordering Photoengravings 


day that Col. Noel Macy, president 
of Westchester Publications Inc. 
and WFAS, White Plains, is sched- 
uled to become director of the 
printing and publishing division, 
replacing Arthur Treanor. 

While his appointment has not 
been announced, Col. Macy at- 
tended a meeting of NPA’s news- 
paper industry committee today as 
an NPA representative. The meet- 
ing was devoted largely to the 
mechanics of handling appeals for 
newspapers facing emergency 
shortages. 

A publisher since 1926, Col. 
Macy formerly was a director of 
the Audit Bureau of Circulations. 
During the war, he was in the 
War Department's public informa- 
tion division and, for a time, di- 
rected WAC recruiting. From 1945 
to 1948, he had a top position in 
the State Department's interna- 
tional press and publications di- 
vision. 


REYNOLDS R. KRAFT 

Cuicaco, Nov. 8—Reynolds R 
Kraft, 56, midwestern sales man- 
ager of Fort Industry Co., Detroit, 
since last July, died here yesterday 
of a heart attack. 

Prior to joining Fort Industry, 
Mr. Reynolds was v.p. and tele- 
vision director of Paul Raymer & 


Associates, radio and TV repre-| 


sentative, in New York 

From 1934 to 1937 he was a sales 
representative for Collier's. For 
the next eight years he was on the 
NBC sales staff in New York, and 
from 1945 through 1949 he was 
NBC's television sales manager in 
New York, after which he joined 
the Raymer organization 


FREDERICK C. LITTLE 

KENILWORTH, ILL., Nov. 9—Fred- 
erick C. Little, retired partner of 
Howse & Little, former Chicago 
agency, died here Nov. 8 


| with other producers to refuse to 
}sign actors without their surren- 
dering television rights. Violation 
of the Lanham Act is claimed on 
the basis that issuance of the pic- 
tures, some of which are 15 years 
old, “would be contrary to com- 
mercial good faith...and cause 
confusion in the viewing public as 
to the source and vintage of said 
motion picture films.” 

Mr. Autry now has his own 
production organization, Flying A 
Productions, to make TV films in 
which he stars, and other pictures 
Republic has not sold television 
rights to any of the Autry pictures 
it holds, but has made it known 
they are available. 


Johnston Appoints 
NARTB’s Miller 
Salary Stabilizer 


WasHINGTON, Nov. 9—Justin 
Miller, chairman of the board and 
general counsel of the National 
Assn. of Radio and Television 
Broadcasters, was sworn in today 


zation Board. 

In announcing that Judge Miller 
had been “drafted” for the post, 
the economic stabilization chief, 
Eric Johnston, indicated the fed- 
eral assignment would not inter- 
fere with Judge Miller's regular 
duties as chairman of NARTB 

Before joining the association, 
Judge Miller was a member of the 
bench of the federal court of ap- 
peals here, and was formerly 
the tax court 


on 


Gordon-Allison Retains Name 


AA erroneously reported Oct 


22 that Gordon-Allison & Co., 
Atlanta agency, had changed its 
name to Howard Allison Associ- 


ates after Lewis F. Gordon Jr., 
one of the founding partners, had 
sold his interest to Howard Allison 
and joined Grizzard Advertising, 
Atlanta. The agency will continue 
to operate as Gordon-Allison & 
Co., the name having been pur- 
chased from Mr. Gordon. 


as chairman of the Salary Stabili- | 


of Reynolds. Judge Major said 
FTC has plenty of legal authority, 
| as it is, to obtain fines from Rev- 
nolds people who might violate its 
order 

The FTC also last year ruled 
Similarly against P. Lorillard Co., 
|but that case was not involved in 
| the present appeal 


jor order the officers and employes 


Irate Washington 
Fans Force NCAA to 
Lift TV ‘Blackout’ 


WASHINGTON, Nov. 9—Angry 
Washington sports fans today pres- 
sured the National Collegiate Ath- 
letic Assn. into lifting a TV black- 
out which would have kept the 
Notre Dame-Michigan State game 
off the air here this weekend. 

The first major break in NCAA's 
controlled experiment with TV 
telecasts came as influential gov- 
ernment officials joined the pro- 
tests. Sportswriters were asking 
why the Department of Justice tol- 
| erated NCAA's control of telecasts 
| NCAA was in a particularly un- 
tenable position because no col- 
lege games are scheduled here this 
| weekend 

Initially, NCAA 
stick to its guns. But as the pro- 
tests mounted, and the National 
Opinion Research Center, which is 
conducting the experiment, failed 
to provide a logical explanation for 
the Washington “blackout,” NCAA 
backed down 

When NCAA lifted its blackout 
and Westinghouse agreed to add 
Washington to its network, WRC- 
TV, NBC station here, made a 
quick change in schedule te carry 
the game 

Earlier, NCAA, also as a result 
of protests, had lifted the TV 
blackout in Detroit, which is some 
75 miles from East Lansing, where 
the sell-out game is to be played 


determined to 


Otto Opens Toronto Office 
Robert Otto & Co. has opened an 

office at 225 Mutual St., Toronto, 
Ont. Athol Stewart is in charge. 
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ie Leo Lerner Celebrates 25th Anniversary 


with Chicago Community Newspaper Group 


8—Leo A. Lerner, 
Chicago North Side 
Newspapers, was feted at a testi- 
monial dinner last night in cele- 
bration of the 25th anniversary of 
his connection with the group of 
community papers 

On Nov. 7, 1926, Mr. Lerner 
went to work for the Lincoln-Bel- 
at the age of 19. A 


CHICAGO 


Nov 
f publisher of 


mont Booster 


veuar later he purchased a 10% 
eo, stock interest, and today he runs 
a string of 25 papers—22 mid-week 
ind three Sunday—boasting a 


combined circulation of about 210,- 
oy 000 copies per week 

Twelve of the neighborhood pa- 
pers fully paid circulation; 
five others are partially paid, and 
the remaining eight are free cir- 
culation. A subscriber to paid 
circulation paper pays $2 per year 


have 


a 


4 for one mid-week and one Sun- 
day paper 
e To celebrate the anniversary, 
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in the Toronto market 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 


IN YOUR LAP 


CIRCULATION 427,897 


1951) 


(ABC. Publisher's Stotement, Morch 3) 


: MAKE SURE YOUR ADVERTISING 
; SCHEDULE IS ADEQUATE 


TORONTO 
DAILY STAR 


30 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG, MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 


each paper in the group will have 
a special section on Nov. 14. This 
section will carry, in one column, 
stories tracing local politics, in- 
dustry, education, etc., for the past 
quarter-century. In adjacent col- 
umns, stories from the New York 
Times covering world events over 
the same period will be run 

A survey conducted by the Com- 
mittee on Communications of the 
} University of Chicago has revealed 
}the following interesting facts 
| about readership of Chicago North 
Side Newspapers: 

1. Only 7% more women than 
}men read the papers. (This was 
quite surprising, Mr. Lerner said, 
because it had always been 
thought that women far outnum- 


bered men as readers.) 

@2. In the area in which the 
Lincoln-Belmont Booster is dis- 
tributed—-population about 160,- 


000—the survey found that the pa- 
per was read by 86% of the fam- 
ilies and read “regularly and in- 
tensively” by 62% 

3. More than 73° of the readers 
asked said they shopped in their 
neighborhood, and 70% 
those queried said they 
display in their 
newspapers 


local 


ads community 


Esquire Move Called Logical Consolidation 


of | 
read the! 


In addition to his publishing ac- | 


tivities, Mr. Lerner also has found 
time to be very active in civic and 
community affairs. He is board 
chairman of Roosevelt College, and 
was one of the founders 
four years chairman—of Independ- 
ent Voters of Illinois, an organi- 
zation devoted to getting citizens 
to participate in government. 

He also was the winner of the 
1951 Herrick Award, given by the 
National Editorial Assn. to the 
editorial writer who best 
prets democracy and Americanism 
to free people. 


Radio Networks Are 
Devouring Selves, 
Grabhorn Believes 


Detroit, Nov. 7—By “contin- 
uing their encroachment in the 
field of spot broadcasting and de- 
parting from the basic concept of 
the American system of radio, the 
networks are not only eating their 
own young, but devouring them- 
selves in the process.” 

This accusation was made by 
Murray Grabhorn, managing di- 
rector of the National Assn. of Ra- 
dio & Television Station Represent- 
atives, in a recent speech here be- 
fore the Michigan Assn. of Broad- 
casters 

“As the networks devise fancy 
schemes for converting national 
spot dollars into network dollars, 
they are at the same time convert- 
ing your 70¢ dollars into 30¢ dol- 
lars,” he said. 

Mr. Grabhorn added that the 
2,000 radio stations in this coun- 
try—-half of which operate with- 
out benefit of networks—*‘con- 
ceivably can operate without a 
network affiliation, but networks 
cannot operate without stations.” 


® Mr. Grabhorn ridiculed the ra- 
dio industry—"at least that por- 
tion of it represented by the ma- 
hogany desks in Manhattan’’-—for 
viewing “their electronic competi- 
tor with such alarm that it imme- 
diately lowered rates fractionally 
in the abject fear that television 


was going to put it out of busi- 
ness.” 

He charged that the networks 
are attempting to compensate for 
this move by trying to cut in on 
the $120,000,000 of national spot 


revenue by wooing advertisers with 
the Tandem Plan, the Pyramid 
Plan, the Red Skelton Plan and 
the Shirt-tail Plan 

To keep the dollars coming in 


} 


am 


‘ 


at 


AT CENTRAL FOUR A’S MEET--Seoted at the speaker's table at the recent meeting 
in Chicago of the Central Council of the American Assn. of Advertising Agencies | 
were Marjorie Child Husted, consultant in advertising and consumer 
and formerly head of General Mills’ home service department; Robert E. Lang, | 
director of Radio Free Europe; and John M. Willem, v.p. of Leo Burnett Co. and | 

chairman of the Central Council of the Four A's 
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|Hiram Walker Starts 
Imperial Campaign 


| Detroit, Nov. 7—-With the ad- 
vent of the new federal tax on 
}liquor, Hiram Walker Inc. is 


|launching a nationwide advertis- 
ing and merchandising campaign 
this month to promote its Imperial 
brand whisky as the only one of 
the nation’s four top selling brands 
still in the popular price class, ac- 
| cording to Al Doty, Hiram Walker 
| advertising manage! 

| Spearheading the campaign is a 
| sales brochure which reminds re- 
tailers that their customers can 
| still get “old-fashioned quality at 
}an old-fashioned price” in Im- 
| perial. 


The campaign calls for ads in 187 
in 40 states starting 
for four weeks (at which 
time it may be renewea), spreads 
| in all of the national liquor trade 


newspapers 
| today 


relations, 


| publications, 189 poster showings 
| in 29 states and 26 car card show- 
ings. 


Cuicaco,. Nov. 7—David A. 
Smart, president and chairman of 
the board of Esquire Inc., which 
will move its circulation and pro- 
duction divisions to New York in 
April (AA, Nov. 5), “this 
latest shift is a logical consolidation 
of the magazine divisions in the 
East, and will facilitate centralized 
management and control, leading 
to greater efficiency and economy 
of operation.” The editorial and 
advertising divisions were trans- 


Says 


and for | ferred to New York several years 


ago 


John Smart, v.p. and recently 


}named treasurer of the company; 


. | key 
inter- | 


A. L. Blinder, recently named ex- 
ecutive v.p., and Gus Berkes, v.p. 
and production director, are the 
executives involved in the 


To help the retailers tie in at the 
point of sale, a series of displays 
; is available for windows, floors, 
4S! counters and shelves, as well as 
the displays for taverns 
Foote, Cone & Belding, Chicago, 
is the agency 


move. David Smart continues 
president and chairman of 
board and will be assisted in gen-| 
eral management functions by | 
John Smart and Mr. Blinder 


The individual departments awn 
within the circulation division | Grover Williams Opens Own 
moving to New York are news-| Agency in Portland, Ore. 
stand sales, subscription sales, | Grover C. (Bill) Williams has 
agents sales and general promo-| opened his own advertising agency, 
tion | Northwest Advertising Service, at 

The company will maintain its| 810 Equitable 
manufacturing (printing) division,| Bldg., Portland, 
accounting, legal and traffic de- | Ore. Formerly, 

: : ; he was adver- 

partments as well as midwestern tising and mer- 


advertising and editorial offices at 
its present Chicago address. Other | 
Esquire enterprises remaining in 
Chicago are the commercial calen- 
dar division, Coronet Instructional 
Films and Ideal Pictures. 


chandising man- 
ager for Kaiser- 
Fraser from the 
Willow Run 
headquarters and 
| later had charge 
of advertising, 


in a way that is most profitable 
for them, the representative asso- 
ciation executive advised local 
broadcasters to refuse to accept 
as network business “any form of 
broadcasting which, in their opin- 


ion, normally belongs in the 70¢ 


category, that is, the national spot 
category.” 


e “All these plans which the net- 
works offer,” he “are a lot 
easier for the agency to buy than 
national spot. They're easier to 
buy and a great deal less expen- 
sive to administer. Far be it from 
me to suggest that the agency will 
take the easy way out without re- 
gard for the best interests of his 
client. But if you were an agency, 
what would you do?” 

To help representatives keep 
national spot booming, he said, 
stations should give them as much 
detailed information possible 
about the station’s programs, its 
listeners and their habits 


said, 


as 


Melton Plans Campaign 

Melton Publishing Co., which 
has just moved its executive of- 
fice from Kansas City, Mo., to 
4554 Broadway, Chicago, has an- 
nounced plans for a national year- 
around campaign for Melton’s 
Simplified Income Tax Record 
and Travel Expense Book. Single 
column insertions starting January 
are scheduled to appear in a list of 
business publications. Tentative 
plans also have been made for 
single column insertions in Es- 
quire, Newsweek and Time. Point 
of sale displays and direct mail 
programs for dealers and jobbers 
have been prepared. At present, 
the company places its own adver- 
tising 


Morris Coupling to Power 

Morris Coupling and Clamp Co., 
Ellwood City, Pa., manufacturer of 
compression pipe couplings and 
band type pipe repair clamps, has 
appointed Edward M. Power Co., 
Pittsburgh, to direct its advertis- 
ing. Trade papers and direct mail 
are being used. 


public relations 
Northrup, King Names Klaus | and a 
7 > “ 

Northrup, King & Co., Berkeley. | ag &, the pon western states 
NN et Personnel of the agency include 


Grover C. Williams 


: : : .. |Dorothy (Dot) Briggs, formerly 
—- director as Buchanan & Co..| with the program department of 
San Francisco, marketing director KPOJ, Portland. copywriter: Lee 
supervising sales planning, adver-| Ghi1) °’ formerly ' a Simon & 
tising and merchandising Smith Portland agency produc- 


| tion manager 

Von Zehle Gets Account 
William von Zehle & Co., New 
York, has been appointed to han 
dle advertising for Pinelawn 
Memorial Park, New York. An in- 
tensive newspaper and radio cam- | 
paign is planned 


’| Texas Newspapers Sold 
The News-Telegram, daily pa- 
per, and the Hopkins County Echo. 
weekly newspaper, both published 
in Sulphur Springs, Tex., by Eric 
}and Jerome Bagwell, co-owners of 
Echo Publishing Co., have been 
|sold to F. W. Fraley of Sulphur 
Springs, K. H. Kraft of Highland 
Park, Ill., and Edwin W. Dean of 
Inglewood, Cal. Mr. Dean and Mr 
Kraft are co-owners of the Ingle- 
| wood News, a daily 


MacArthur Receives Medal 

Gen. Douglas MacArthur has 
been chosen to receive the Poor | 
Richard Gold Medal of Achieve- 
ment in Philadelphia on Jan. 17 at 
the Bellevue Stratford Hotel. 


eee and You Can Cover 
Central New York with 
ONE Radio Station 


PpjACUSE 


570 KC 


NBC Affiliate. WSYR-AM-FM-TV—the Only 
COMPLETE Broadcast Organization in Central New York 


Headley-Reed, National Representatives 
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New York's Health Insurance Plan 
Proves Successful: Plans Ad Drive 


(Continued from Page 2) 

If it wishes, a group may con- 
struct its own medical center, but 
it must be financed by the group 
members. There are 16 centers in 
the city today, some of which cost 
as much as $400,000 to build. 

Besides general practitioners, 
twelve basic specialties, such as in- 
ternal medicine, general surgery, 
obstetrics-gynecology, pediatrics, 
neuro-psychiatry, etc., are repre- 
sented in each group. 

Each group is paid a $24 yearly 
fee for each subscriber, which it 
apportions to its members as it 
sees fit. In some instances, as when 
there are 25,000 subscribers to a 


group, this amounts to a very 
sizable sum for the doctors to 
divide. 


Is HIP economical? According 
to the last annual report, 79¢ of 
every dollar received by HIP is 
paid out for medical services. The 
remainder of the premium goes 
into reserves and operating ex- 
penses. 


@ Is the plan profitable? On Dec 
31, 1950, HIP surplus amounted to 
$1,356,298 (of which $801,000 is 
in non-interest bearing loans). 


|and welfare agencies, five indus- 

trywide union welfare programs, 
and union members covered by 
jointly administered employer-un- 
ion programs. 


® What happens when Joe Aver- 
| age wants to join HIP? If he be- 
longs to an employe group of 25 
}or more, 75% of Joe’s fellow 
| workers must enroll in order for 
| him to qualify. If his group num- 
bers between 10 and 24, a higher 
percentage is needed. 

He must belong to a hospitaliza- 
tion plan and must be a member of 
a metropolitan employe group 
There are certain specific excep- 
tions to the last point, such as the 
798 veterans’ families who live in 
Bell Park Gardens, a cooperative 


development. 

(An American Medical Assn. 
spokesman told AA that he 
;}thought HIP officials “preferred 
| that prospective members have 

Cross,” rather than some 


| Blue 
other type of hospitalization 

| surance, before joining HiP.) 
| If Joe is single and earns less 
|than $5,000 a year, his premium 
| can be as low as $34. If Joe is like 
| the average HIP member, he earns 


in- 


Momnae fer New Vert boxe atress 


He didn’t have w takes! 


hat it 


SS ik.. | me 
Qress=- 


ads 


FOR EXECUTIVES—Newspaper like 

this one are scheduled by Health Insur- 

ance Plan of Greater New York to stimu- 

late interest among employers in having 

employes become members of the plan 
tor.” As the family physician, the 
medico’s advice and service, pre- 
ventively as well as curatively, is 
available at any time to Joe and 
his family, plus the services of all 
the other piectitioners and spe- 
cialists in the group 


ls Further, Joe is free to choose 


Today, HIP is the largest pre-| jess than $6,500 annually, has a| another doctor any time he feels 


paid medical service organization 
in the country, with a membership 
of nearly 300,000, which is being 
increased daily. There are 187,000 
city employes in the plan, includ- 
ing 70,000 transport workers, 18,- 
000 teachers and 4,500 firemen. 
The rest of the membership is 
divided up between United Na- 
tions employes, manufacturing and 
business companies, private schools 


cor 


your 
BINDERY 


CHICAGO 16 


CAlumet 5-3224 


and 


ISIEIRIVAIGE 


BINDERY CO. Inc. 


“Stay, 


wife and child, and pays about $130 
premium, usually split between 
himself and his employer. Rates 
are 50% higher if Joe’s income is 
above these two groups. 


® Regardless of the number in a 


only for himself and two depen- 
dents. There are 34 extremely for- 


| ten or more children in the family, 
| but fortunate because their total 
annual medical expenses amount 
to $103; in some cases, where pre- 
|mium payme ts are split between 
employers, these people pay only 
| $51.50 a year. 
Furthermore, there is no age 
limitation, no physical examination 
;and no waiting period before the 
entire plan takes effect 
After Joe has joined HIP he may 
affiliate with any medical group in 
his borough. Within the group he 
has free choice of a personal physi- 
cian who becomes the “family doc- 


@) @ 


AMERICA'S 


finest 


PHOTOENGRAVING PLANT 


Collins, 


Miller 


& Hutchings, 
Inc. 


CHICAGO 


tunate families in HIP; fortunate | 
not necessarily because there are) 


| like it, and may even transfer to 
|another medical group—with an 
}entirely different staff—if he so 
chooses. 

| HIP makes much, and rightly 
| so, of this free-choice proviso in 
| its plan. Not only does the doctor 


family, a subscriber pays premiums | assume responsibility for the over-| 


all good health of Joe and family, 
give complete periodical physical 
check-ups and arrange for the ser- 
vices of specialists and technicians 
when necessary, but the financial 
barrier between physician and pa- 
tient has been eliminated, because 
Joe is not a paying patient, he is 
a paid-up patient. 


8 To be specific, here’s what Joe 
| is entitled to: 

1. General medical and special- 
ist care at home, at doctors’ offices, 
at medical group centers and in 
hospitals. (But members must have 
|a separate plan to cover hospital 
| charges.) 

2. Surgical care. 

| 3. Preventive health care (regu- 
lar health check-ups, immuniza- 
tions, etc.). 

4. Maternity care. 

5. Child care (under 
contract). 

6. Chemical and biological tests 
and procedures. 

7. Eye examinations, 
tions for eyeglasses. 


| 


a family 


prescrip- 


apy. 
9. X-ray examinations and treat- 
ment. 
10. Administration of blood and 
| plasma. 
11. Psychiatric diagnosis 
| not treatment). 
12. Visiting nurse service in the 
| home. 


(but 


13. Ambulance service to the | 


hospital. 

14. Cash indemnity up to $150 
for medical expenses incurred dur- 
| ing hospitalized illness while out- 
side the city. 

The only exceptions are treat- 
ment for drug addiction, acute al- 
'coholism, chronic conditions re- 
quiring institutional care, drugs, 
dentistry, purely cosmetic surgery, 
eye glasses and other prosthetic 

appliances. 


8 In Chicago, a spokesman for the 
| American Medical Assn. told AA 
that he thought the New York 
medical profession generally “has 


a pretty low opinion” of the Health| 
Insurance Plan of Greater New! 


York. 


8. Heat treatments, massage, ex- | 
ercises, ultra-violet and radio ther-| 


The principal objections, he said, 
were (1) a general objection to the 
advertising conducted by HIP, 
which they feel violates the doc- 
tor’s code of ethics, and (2) the 
plan limits the patient in his free 
choice of a physician. 

This same AMA spokesman said 
that he understood that many of 
the 950 doctors HIP says it has as 
members of the plan (and he 
doubted that there were that 
many) did not have hospital privi- 
leges. To get hospital privileges in 
New York (or virtually any other 
community) a doctor must first 
be a member of the county (or 
state) medical society of AMA 


® HIP is content to leave the pro- 
fessional angles to the usually 
autonomous county medical soci- 
eties, most of whom have high 
praise for the program. More than 
1,000 New York M.D.s are on a 
waiting list to join one of the med- 
ical groups. 

Mr. Dooley (he formerly held 
the PR post at General Foods and 
is now mayor of the village of 
Mamaroneck) is ever-eager to 
show the hundreds of personal 
letters on file in his office from 
|families who were saved from 
| financial, and possibly physical, 
doom because of the plan 

The ad director of HIP reports 
favorable response from hundreds 
| of groups to the current campaign | 
It will be interesting to see what 
sort of reception HIP’s program 
which may be just the beginning— 
|receives from other practicing 
| medical groups 


Boston Admen Hear 
ylvania’s Mitchell 
on Ad Efficiency 


Boston, Nov. 6—“The greater 
the cost of advertising, the greater 


is the responsibility for making it 
of maximum effectiveness,” Don 
G. Mitchell, president of Sylvania | 
Electric Products Co., New York,| 
told members of the Advertising| 
Club of Boston at a luncheon meet- 
ing today. 

“That advertising is an effective 
marketing device 
able,” he assured his audience.| 
“That advertising is an efficient 
device is open to some question.’ 

Mr. Mitchell asserted that he 
had a better opinion of advertis- 
ing than those who characterize it 
|“as being something like that well 
known rabbit stew—a little good 
and a lot of waste—but I am con- 
scious of the mounting costs of ad- 
| vertising media and the competi- 
tion for consumer attention. 

“Advertising cannot do its full 
| job if it devotes its entire energies 
to today’s sales,” he said, although 
he admitted that it must also jus- 
tify current expenditures 


| 
| 
| 
| 
| 


is unquestion-| 


@ During the current unsettled 
economic situation in the U.S., Mr 
Mitchell elaborated, it is impor- 
tant for industrial companies to 
keep in mind the problems they 
will face when a civilian economy 
is reestablished “so marketing is 
giving more and more considera- 
j tion to long term planning. How 
‘much volume will be needed? Can 
‘iy be had from present customers? 
Can it be had with present prod- 
| ucts? What kind of products should 
| be added? Who will buy them”” 
He noted that “even before the 
actual advertising can appear we 
must know what problems have 
to be overcome in advance of sales 
Here is a job for market research 
The actual writing of the advertis- 
ing copy and the preparation of 
the promotional material is not too 
difficult once we know what we 
are trying to accomplish and why.” 


® The occasion for Mr. Mitchell's 
remarks was a presentation for 
the Boston club of a display cover- 
| ing the complete promotional op- 


eration that Sylvania is currently 
conducting. Prepared by Terry 
Cunningham, advertising director, 
and all the company’s division ad- 
vertising managers, the showing 
specified every phase of adver- 
tising, sales promotion and public- 
ity that the company is engaged in. 

Each division—lighting, radio 
tube, television and photo-lamp— 
had a separate display, and divi- 
sional advertising managers and 
assistants were on hand to explain 
their separate campaigns to the 
Boston admen 


Ransom Joins Borden Dairy 


Robert C. Ransom, formerly in 
the advertising, sales and promo- 
tion department of Tide Water 
Associated Oil Co., San Francisco, 
has joined the district advertising 
and sales office of Borden Dairy 
Delivery Co., San Francisco. 


]. E. Moloney Named V. P. 


Joseph E. Moloney, formerly 
with Montgomery Ward & Co., 
New York, has joined Edward J. 
Moloney Advertising, New York, 
as v.p 


The COURIER-EXPRESS 


, GEUS 


WESTERN NEW YORK 


Becavse WESTERN N. Y, 
1S SOLD ON THE 
COURIER-EXPRESS 


ONE REASON is complete, 


factual, unbiased reporting. 
An outstanding local staff com- 
bines with six great news serv- 


ices... three of them exclusive 
with the Courier-Express in 
Buffalo . . . to bring Western 
New Yorkers the full, up-to- 
the-minute word and picture 
story of world, national and 
local happenings. 


Associated Press 
International News Service 
*Chicago Tribune 
United Press 
*Overseas News Service 


*New York Times Foreign Service 
*Exclusive with the C-€ in Buffole 


THE PR , ° 
is found in the 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City... 
and that the Morning Courier. 
Express is the proved medium 
to best sell those families with 
the most money to spend, 


*290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays ... black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 
ond Sunday Newspaper 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
It Gets Results Because It 
Gets Read Thoroughly 
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To get the sales volume 


you need, get the facts of the 


Consumer- 


Today's pattern in retailing— 
fewer brands per classification, 
increasing reliance on self serv- 
ice; closer attention to turnover 
and volume—reveals the inade- 
quacy of “‘token’’ advertising. 

What retailers want to sell is 
what their customers want to 
buy. They cannot be expected 
to stock and push a line with 
only a smattering of advertising 
behind it. 

To keep up with the changes 
in retailing, advertising must 
build a consumer franchise—en- 
joyment of an important share 
of the day-in, day-out buying 
by consumers. It must bring 
enough pressure on consumers 


to keep them buying your brand 
in the face of competitive pro- 
motion. 

To help advertisers in the Chi- 
cago market, the Chicago Trib- 
une has developed a sound pro- 
cedure that can develop the con- 
sumer franchise for your brand 
that will get it stocked and pushed 
by retailers. It is based on the re- 
tailer’s need and point of view. 
It results in larger orders and 
savings in delivery costs. 

Developed for use in Chicago 
and highly productive here, the 
plan can be used in any market. 


14 gsives.vou the benefit of the re- 


tailer’s own promotion without 


resort to deals or cut prices. It 


Chicago Tribune 
ranchise Plan 


works in the big-unit field as well 
as in the packaged-goods field. 

Here is a plan that you can 
use to get immediate sales vol- 
ume. It can give you a strong 
market position for future expan- 
sion. It will strengthen your pres- 
ent methods. It will win the sup- 
port of your sales staff and dis- 
tributive organization. 

This is the kind of a program 
that has special appeal to execu- 
tives faced with high break-even 
points. If you want to know how 
it can be used in your business, 
a Tribune representative will be 
glad to tell you about it. Ask him 
to call. Do it now while the mat- 


ter is fresh in your mind. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


Chicago 
A. W. Dreier 


New York City 
E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. 


CHICAGO TRIBUNE REPRESENTATIVES: 
Detroit San Francisco 


Penobscot Bldg. 155 Montgomery St. 


Los Angeles 


Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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